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Ineffective distribution. There you 
have the most common cause of busi- 
ness film failure. 

Only when the well-made film is 
seen by the maximum number of 
people it is designed to reach, can it 
‘be considered fully successful. Make 
sure yours is. Follow the example of 
many of the country’s foremost trade, 
professional and business organiza- 
tions: assign your film’s distribution 
to specialists with the most impres- 
sive distribution record. Use the firm 
that distributes more sponsored films 
than all other distributors combined— 
MODERN TALKING PICTURE SERVICE. 

MODERN’s record as leader in its field 
goes back to 1935. Today, MODERN dis- 


Sales Offices 


New York Chicago Detroit 


Los Angeles 


tributes business films for showings 
before general 16mm audiences, on 
television, and in motion picture thea- 
tres all over the United States and 
Canada. 

Most MODERN clients have the re- 
sources to set up their own film dis- 
tribution departments. Why, then, do 
they use MODERN? They find that 
MODERN does the job more expertly 
and at lower cost than they can do it 
themselves. 

Film promotion, distribution, ship- 
ping and print maintenance are all 
parts of MODERN service. You get peri- 
odic, audited circulation reports and 
analyses of the job done for you. Get 
the facts today ; use coupon, 


Pittsburgh San Francisco 


MODERN 


Talking Picture Service, Inc. 
3 East 54th St., New York 22 


FREE! Write for The Opportunity for Busi- : 
ness Sponsored Films. Use the coupon below. : 


; No salesman will call unless you request. : 


i Name 

: Title 

; Company 

Street 

: City & State i 
BS-69 


This advertisement prepared by Lawrence Peskin, Inc. 
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ELECTRIC 


BALLANTINE 
ALE BEER 


& GAMBLE WHIRLPOOL 


THE 60 IMPORTANT SECONDS 
: THAT ADD UP TO 


” A GOOD 1 MINUTE SPOT \ 
TREASURY © 


REMINGTON 
U.S. STEEL 


ELECTRIC 


SHAVERS 


j THESE ARE JUST A FEW OF OUR RECENT CLIENTS! 


Our advertiser and agency list of TV clients includes some of the top 

names in the business. They choose Caravel because they know that 
they can be certain of quality TV spots (live or animation) ...delivered 

on time and in line with their budget. 


Our complete TV facilities consist of our own studio, optical, anima- 
tion and editing departments; all headed by highly skilled personnel. 


Call us for your next TV assignment... we'll be glad to arrange a show- 
ing of some of our current productions. 


CARAVEL FILMS, INC. 


ee 20 West End Ave. (6Oth St.) New York 23, N.Y. Cl 7-6110 
PRODUCING BUSINESS FILMS FOR AMERICA’S LEADING ADVERTISERS FOR 37 YEARS 
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BLUEPRINTS TOMORROW 


THE ULTIMATE IN SCREENING FACILITIES 


New 60 seat theater and separate conference room 
with 16mm projection. 


/\ FIRST JET SPRAY COLOR PROCESSOR 


\ TWO NEW FLOORS OF CUTTING ROOMS 
AND OFFICES 


ALL AVAILABLE IN EARLY summer / 


TRI 


ART COR 


245 West 55th St., New York 19, N. Y. « PLaza 7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Ltd. * 2000 Northcliff Avenue, Montreal, Canada 
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Communicating 


about Communications 


Simple thing — using the telephone. But few use it right, 
particularly in business. That’s why A.T.&T. commissioned Wilding 
to produce the motion picture, “For Immediate Action.” It is 


designed to stave off losses in orders and revenue resulting from 


improper switchboard and telephone procedures. The picture 
doesn’t preach, but illustrates steps that will effect better 
communications between company and customer. Only a motion 


picture could present so important a theme so well. 
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Communtcattons For Bustness 


CHICAGO DETROIT NEW YORK PITTSBUR' 
CLEVELAND CINCINNATI TWIN CITIES HOLLYWO 2 
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Brutes 
Molarcs 
: Teners 

Seniors 
Juniors 
Cones 
Colortrans 
\asterbeams 
“Hydraulic Stands 

4 Cables 
Boxes 


— Dimmers 


LIGHTING THE MOTION 
| PICTURE INDUSTRY SINCE 1921 


Flags 
Parallels 
Booms 
AC & DC Generator\Trucks 


+4600, 1000, 700, 300, 200 Amp. DC 
} 100, 50, 30, 20 Amp. AC 


RENTALS 


SALES SERVICE 


Send for a schedule of rental rates. 


| GENERATORS 
333 West 52nd Street, New York City, Circle 6-5470 


Illinois by Business Screen Magazines, Inc. Entered as second class matter May 2, 1946, at the post office at Chicago, Illinois, under Act of March 3, 1879. 
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Customer Service 


“The Voice of Your Business 


AN ANIMATED MOTION PICTURE IN TECHNICOLOR 


Written and Produced for the 
AMERICAN TELEPHONE and TELEGRAPH COMPANY 


MERIT AWARDS 


CINE SELECTION EDINBURGH FILM FESTIVAL 
CHRIS AWARD COLUMBUS FILM FESTIVAL 
BLUE RIBBON AWARD EFLA AMERICAN FILM FESTIVAL 


SINCE RELEASE IN MARCH 1958,—OVER 735 PRINTS 
HAVE BEEN IN CONSTANT CIRCULATION BY 
ASSOCIATED TELEPHONE COMPANIES TO BUSINESS 
CONCERNS THROUGHOUT THE COUNTRY 


John Sutherland Productions, Inc. 


LOS ANGELES NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
® Los Angeles 26, California OUnkirk 8-512) New York 22, New York Plaza 5-1875 
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VOU can W500" 
on 100 prints of a | 


| motion pictures. 


| 1226 Wisconsin Ave., N.W., WASHINGTON 7, D.C. 
1226 East Colonial Drive, ORLANDO, FLORIDA 


PROVIDING EVERY EDITORIAL AND PROCESSING FACILITY FOR 16mm FILM PRODUCERS 
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SUPERIOR rendition of rich 
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Photo Products Department 

- 2432A Nemours Building, Wilmington 98, Delaware 
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WORLD'S MOST ADVANCED 
MOTION PICTURE CAMERA 


Stop Motion To 128 Frames P/Second With A Single Mitchell Camera 


This is the only camera that for 40 years has consistently set 
new standards for motion picture photography. The Mitchell’s 
exclusive range of filming speeds is but one of 14 outstanding 
features of the world’s most advanced camera. Its design 
and workmanship are the finest, with the result 
that a Mitchell provides important advantages 
through trouble-free, economical operation 
and lower production cost. 


Mitchell cameras include: 35mm, and 16mm; 
70mm 2% x 2% high speed; and, 70mm and 
65mm standard frame aperture. For full in- 
formation write on your letterhead indicat- 
ing the model camera or your requirements. 


MITCHELL 


FIRST POSITIVE PIN TROU- EXCLUSIVE RACK-OVER FOCUSING DESIGN 


BLE-FREE MOVEMENT with saves time and re-shooting; effortless one 
.0001” tolerances assures hand operation shifts camera instantly 
sharpest, most accurate film from focusing to shooting position. Locking 
registration of any camera. pin insures positive alignment. 


wi 


EXCLUSIVE ERECT IMAGE focusing telescope shows exactly what is seen by & 

camera lens. Variable five and ten power magnification. _— 
— 

*85% of Professional Motion Pictures Shown Through 

out the World Are Filmed with Mitchell Cameras 


MITCHELL CAMERA CORP., 666 W. Harvard St., Glendale 4, Calif.,Ca le Add: MITCAMCO 
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See the difference... 


when 16mm Color Specialists process prints! 


Color Reproduction Company has always believed only 
Specialists can produce the FINEST QUALITY. That’s 
why Color Reproduction Company in over 20 years of 
Specializing exclusively in 16mm color printing, has 
earned a reputation for guaranteed quality which is 
the Standard of the Industry. For dramatic impact 
on an audience there is no substitute for FINEST 
QUALITY. Why not make acomparison-the cost of your 
production warrants finest quality prints! Send your next 
16mm color print order to Color Reproduction Company! 


REPRODUCTION COMPANY 
7936 Santa Monica Bivd., Hollywood 46, California 
Telephone: Oldfield 4-8010 


FILM FESTIVAL 


Belgium’s Ministry of Labor 
Announces 3rd Film Festival 


vv A Third International Indus- 
trial and Labor Film Festival has 


_ been announced for Antwerp, Bel- 


gium in March, 1960. Formal 


_ state announcement of the govern- 


ment-sponsored event was made 
by the Commissioner General for 
the Promotion of Labor in the 


| Ministry of Labor, Belgium. 


Purpose of the festival is “to 
compare, study and make known 
cinematographic achievements 
which are outstanding and of prac- 
tical interest to industrial research, 
vocational training, instruction, in- 
dustrial or technical information, 
public relations, rationalization 
and the analysis of human labor 
problems.” Films in these areas of 
content and subject matter pro- 
duced since January 1956 may be 
submitted in either 16mm or 
35mm versions, but “preferably in 
35mm.” All films can be sub- 
mitted, including kinescoped and 
television films. 


How to Enter Pictures 


To be eligible for receipt of for- 
mal entry forms, the producer, di- 
rector or owner is asked to submit 
a questionnaire form (obtainable 
from addresses noted below) and 
the National Organizing Commit- 
tee for the Festival will then issue 
a formal invitation and instruc- 
tions for dispatch of acceptable 
films. 

Entries and handling of the films 
will be the charge of Jacques 
Ledoux, la Cinematheque de Bel- 
gique, Palais des Beaux-Arts, 23, 
Ravenstein, Brussels, Belgium. 
Film selection and press arrange- 
ments will be made by Francis 
Bolen, c/o Commissariat General 
for the Promotion of Labour, 58, 
rue Belliard, Brussels, Belgium. 
The required entry questionnaires 
may be obtained from either of 
these sources. 

* * 


| Worldwide Insurance Story 


Told in Candid Pictorial Film 


ve The American Foreign Insur- 
ance Company is showing the pub- 
lic how one of America’s largest 
firms in worldwide foreign insur- 
ance does its job. Its 15-minute 
color film (now being distributed 
by Modern Talking Picture Serv- 
ice, Inc.) is A Worldwide Insur- 
ance Venture. Candidly lensed 
scenes and conversations in Rio, 


Paris and Singapore help present 
a palatable story of a highly-inter- 
| esting business. 
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PUBLIC RELATIONS - EDUCATIONAL: TECHNICAL: TRAINING * MEDICAL... and 


Farm pictures are no longer tailored for farmers. If you've 
been carrying around a mental image of a farmer, you'd 
better get rid of it. There are few business men who are 
not farmers, at least, at heart. Good agricultural motion 
pictures are simply good motion pictures on farm subjects. 
: People, generally, just happen to like good pictures about 
E the biggest, the most important and the only factory in the 


world which operates without a roof. 


Among our clients: 


Atomic Energy Commission National Board of Fire 


American Bosch Arma Corp. reamascrietennats 


National Cancer Institute 
American Machine 
& Foundry Co. National Cotton Council 


American Telephone Port of New York Authority 


& Telegraph Co. Schering Corp. ] 
Babcock & Wilcox Co. E. R. Squibb & Sons Div. 
E. I. duPont de Nemours The Texas Company 
& Co., Ine. Union Carbide Corp. 
Ethyl Corporation U.S. Navy 
The Gillette Company Western Electric Co. 
McGraw-Hill Book Co. Westinghouse Electric Corp. ~ 


~ 


- —and many, many others 


AS 


Frank K. Speidell, President - Herman Roessle, Vice President - P. J. adie Secretary & Treasurer 
Vice-President, Sales: T. H. Westermann 


Producer-Directors: L. S. Bennetts H. E. Mandell Earl Peirce 
Alexander Gansell Harold R. Lipman Erwin Scharf 


i 
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ow | Audio Productions, inc. 

booklet... FILM CENTER BUILDING 630 NINTH AVENUE NEW YORK 36, 


ue It’s always difficult to improve on a truly fine product but 
B. perfection is achieved only through constant research and 


development. Such is the progress history of the versatile 


Arriflex 16. 
a Therefore we are pleased to announce the following new 


features now incorporated in the Arriflex 16. 


ll 


AUTOMATIC BUCKLE SWITCH Camera is auto- 
matically switched off in the event of film jam or break and when 
end of roll is reached. This is a very important feature when 
camera is housed in Blimp. 


NEW SPROCKET ROLLER GUIDE ASSEM- 
BLY Makes film loading even easier and quicker. 


Division of 


MOTOR-CABLE CATCH LOCK Avtomatically en- OL 
gages and locks power supply cord to camera plug-in receptacle. For Sale, Rent or Lease through your 


Franchised Arriflex Deal 
Write for descriptive literature ee 
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SOLUTION TO YOUR TV COMMERCIAL PROBLEMS! 


ONE of the nation’s foremost producers of taped and filmed 
television commercials... ELLIOT: UNGER: ELLIOT, a division of 
ONE of the nation’s foremost producers of filmed programs for 
television... SCREEN GEMS, adds up to ONE great source with 
incomparable facilities and vast experience on both coasts, for 
the production of television commercials and films for industry. 


SCREEN GEMS, inc. ELLIOT: UNGER: ELLIOT 


TELEVISION SUBSIDIARY OF CCLUMBIA PICi URES A DIVISION OF SCREEN GEMS, INC. 
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WELVE YEARS AGO, a prodigious child 

was born to the film industry. It was the 

television commercial, the 60-second spot, 
a 90-foot monster. As far as its progenitors in 
Hollywood were concerned, it was a strictly 
accidental birth. They wished it would just go 
away. 

The filmed commercial arrived at an unfortu- 
nate time. The studios were beset with enough 
problems without it. Their main concern was 
the feature film, their pride and joy of long 
standing, whose very existence was being 
threatened by the cathode tube. Reluctantly 
and only for the sake of self-preservation, they 
quit fighting television and joined it. They 
admitted the tv program to their family. But 
the tv commercial? Never. 


A Homeless Waif Turns Delinquent 

As a result, the 90-foot monster was or- 
phaned. Who can blame it, then, for mewling 
and puking and shouting its way through in- 
fancy? An abandoned delinquent, it succeeded 
in thoroughly antagonizing the American pub- 
lic. Like its parents, its captive audience wished 
it would go away. 

The filmed commercial grew up in an un- 
natural environment. It was adopted by in- 
trepid advertising men, by still photographers, 
by radio men—who did their best and did sur- 
prisingly well with this strange genre—but 
without motion picture know-how and without 
the aid of the overproud film industry. Like 
wolves raising a human child, they meant well 
and tried hard but could not do a sophistica‘ed 
job with a foreign object. Under those circum- 
stances, how could this baby be expected to be 
cultivated or aesthetic or even civilized? 

Its Faults Outweighed the Virtues 

It wasn’t. It was narcissistic, pouting like a 
spoiled brat, “I love me,” and expecting every- 
body else to follow suit. It was loquacious and 
noisy, issuing torrents of loud words that failed 
to ingratiate anybody. It was static, posing 
prettily without the slightest awareness of the 
need to perform or emote. And from an inflated 
sense of its own importance, it was didactic, 
the young punk talking down to its unimpressed 
audience with the condescending air of an un- 
tamed quiz kid. 

Above all, it was anything but art. 

In fact it so concealed its potentialities that 
few people suspected that it might be a com- 
municative art, least of all its motion picture 
patriarchs, who took a look at the child a 
couple of years later and retched at the ugly 
sight, confirming their original decision to keep 
it at a distance. Not that they lacked sufficient 
living room to house it, nor sufficient personnel 
to keep it busy. Eventually and very gingerly, 
Hollywood did take the commercial in, not 
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The Art and Skill of Film Craftsmen Hold the Future 
of That Neglected Medium: the Television Commercial 


by Jerry Schnitzer* 


from any sense of duty but from a frank reali- 
zation of the kid’s earning power. 

But, to this day, the theatrical film industry 
has failed to accept the challenge of the tele- 
vision commercial as an art form. It has failed 
to conceive that anything of any artistic merit 
could fit into the limited confines of ninety 
feet of celluloid. And, it has failed, for all it’s 
worth to see that advertising and film are com- 
patible. 

I submit that the filmed commercial can be 
and, in notable instances, has been, art. And 
if it is ever going to mature as a vital means 
of communication, it will do so as an art form 
under the aegis of film men. 

Admittedly, it sounds like a preposterous 
notion: arty commercials! Yet few people here 
will dispute the pretensions of other advertis- 
ing forms to artistic consideration. If we are 
willing to acknowledge that the design of maga- 
zine and newspaper advertising can reach the 
heights, why not admit a similar potential 
for the filmed commercial? 


Time Is An Inherent Limitation 


The source of one genuine doubt is in the 
inherent time limitation of the commercial. Can 
film, which has attained its most powerful ex- 
pression as an art form in lengths of approxi- 
mately 90 minutes—can it speak a meaningful 
and sensuous message in 60 seconds, or 150, 
or eight? 

A print story may be 100,000 words, 25,000 
words, 5,000 words or 1,000 words. Whether 
it is called a novel, a novelette, a short story, 
or a short short, it is still a story and it can 
be literature. The same holds true for the mo- 
tion picture. None of its fundamental requisites 
depends for its fulfillment on any given dura- 
tion of screen time. 

What are the requisites? The motion picture, 
unlike advertising in other media, must tell a 
story. Unlike still photography, it must tell its 
story with dynamic movement. Unlike radio, it 
must tell its story visually. As long as a film 
is true to these basics, it can be communicative 


“An Award-Winner’s Viewpoint 

A prize-winning director of tele- 
vision commercials (see page 38), 
Mr. Schnitzer is executive vice-presi- 
dent of Robert Lawrence Produc- 


tions. The text of this article is his 
recent address at the International 
Design Conference in Aspen where 
he was a member of a distinguished 
panel on motion pictures. Va 


art, and the filmed commercial can do all of 
these things. 

It can tell a story by applying the basic prin- 
ciples of cinematic art, which have remained 
unchanged over the years. It is no news to 
anybody in motion pictures (although it’s oftén 
enough forgotten) that the dramatic elements 
of film stem from Aristotle’s principles of the 
beginning, the middle and the end. They con- 
sist of the accumulation of interest, the climax 
and the resolution. 


Confine Drama to a Simple Story 

What the limitation of time imposes on the 
commercial is the need to confine the drama 
to a simple story. This limitation must be recog- 
nized. There is no time for subplots, no room 
for complications, no space for frequent scene 
changes. 

But, fortunately, the commercial is not asked 
to elaborate a plain message, but to dramatize 
it. Uncluttered, a trim and sculpted form, the 
commercial can become Chaplin’s “formed 
film.” 

The filmed commercial can, as it must, tell 
its story with dynamic movement. Emulating 
still photography, it has often failed; witness 
those commercials whose only action takes 
place between the nose and the chin of the 
announcer. 

It is the plasticity of the film medium, its 
flowing canvas of action, that distinguishes it 
from other art forms. 

Some commercial people have overlearned 
this rule and have gone to the other extreme. 
frenetically jockeying the camera about like 
a garden hose. Such laborious camerawork dis- 
regards the other variable of action, the scene 
itself. 

Movement for its own sake or merely for 
the illusion of movement does not constitute 
progressive action any more than the absence 
of movement. 


Let Them Speak Through Pictures 


In the area of the visual, commercials have 
sinned the most. Here, more than elsewhere, 
the inspiration has come from radio, rather 
than film. If commercials are to utilize the film 
form to its utmost, they must communicate 
non-verbally, they must speak through pictures 
rather than an intrusive third party, they must 
pictorialize their themes and shrug off their de- 
pendency on inert sound. 

And if I have accomplished anything in my 
five years as a director of commercials, I trust 
that I have proved that filmed commercials 
can be visually vital. 

While it may be granted that the filmed com- 
mercial can tell a story, tell it dramatically and 
visually in its brief electronic moment, the ques- 
tion remains, can it sell a product at the same 
time? 

This, of course, is where the film man’s 
creativity, his art and his craft meet the acid 
test. It is not to oversimplify the matter to say 
that the loyal application of classic film tech- 
niques will make a commercial that sells. 

Without reviewing the entire corpus of film 
theory, let me risk the pitfalls of generalization 
by putting it in a nutshell. 

A feature film succeeds insofar as it achieves 
(CONCLUDED ON PAGE SIXTY) 
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...@ unique process pioneered by General 
Film in which a strip of 35mm film, perfo- 
rated with 32mm sprocket holes, is split 
down the center to produce two 16mm prints 
of outstanding quality. 


After successfully processing millions of 
feet of 35/32 black and white and color film 
we have observed many outstanding advan- 
tages and list a few: better sound quality, 
lack of roller abrasions in sound track area, 
the ability to use standard 35mm profes- 
sional equipment, and the efficiency that 
comes from handling two prints in one 
operation. Negatives made on 35/32 film 
stand wear and handling of multiple print- 
ing much better than do 16mm negatives. 


Additional information to help you apply 
these advantages to your own film needs is 
available on request. Ask for Bulletin G.* 


GO GENERAL 


FILM LABORATORIES CORP. 
1546 ARGYLE, HOLLYWOOD 28, CALIF., HO 2-6171 


*Presented October 9, 1956 at SMPTE Convention at Los Angeles by William E. Gephart, Jr., V.P. of General Film Laboratories Corp. 
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MORE FOR YOUR PROJECTOR DOLLAR 


If the high cost of 16mm arc projectors is forcing you to 
“make do’”’ with an auditorium-type incandescent — you 
owe it to yourself to consider the Victor 1600 Arc. It 
delivers a full 1600 lumens of light on the screen at 30 
amps with Mark II Shutter— more than three times that 
of any incandescent — yet it’s still easier on your budget 
than other 16mm arcs. It incorporates all advanced 
Victor projector features and a powerful 25-watt am- 
plifier. The 1600 Arc runs for a full hour on one set of 
carbons, does not require a special projection booth, and 
is the only arc projector made with 3-case portability. 


SENO FOR PREE LITERATURE ON VICTOR 


“VICTOR SOVEREIGN 25 


VICTOR MODELS FOR 
SMALLER AUDIENCES 
OFFER QUALITY FEATURES 
FOUND ON THE 1600 ARC 


VICTOR ASSEMBLY 10> 


SPECIFICATIONS: 

Selenium Rectifier has top-mounted controls, swing- 
out legs, built-in tilt lock, is blower cooled. Also serves 
as base for projector. 

Speaker case houses 12" bass reflex speaker and is 
carrying case for 25-watt amplifier-projector unit. 

Lamphouse has built-in ammeter with motor rheostat, 
automatic carbon feed, external arc position marker. 

Compare the Victor 1600 Arc side by side with any 
other 16mm arc and see for yourself how much more you 
get for your projector dollar. 


1600 ARC AND OTHER VICTOR A-V PRODUCTS 


A DIVISION OF KALART 


PLAINVILLE, CONNECTICUT 


Producers of precision photographic and A-V equipment 


Address. 


City 


1 
Name | 

CORPORATION EST. 1910 Position | 
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College Genetics Course to 

Be Filmed by Calvin Prods. 
vw There’s a growing trend toward 
filmed courses for science educa- 
tion classes in both secondary edu- 
cation and on the college level. 
Joining previous programs in the 
fields of chemistry and physics 
(from Encyclopaedia Britannica 
Films and other sources) is a new 
filmed college-credit course in 
genetics in which three Nobel 
Prize winners and 12 other top 
geneticists are the “stars.” 

The one-semester course, en- 
titled Principles of Genetics, con- 
sists of 48 half-hour teaching units 
with a student work book. It will 
be made available to interested 
colleges and universities after 
January 1, 1960 by the McGraw- 
Hill Book Company. 

Heading the list of 15 lecturers 
are Nobel Laureates Dr. Herman 

. Muller, Indiana University; Dr. 
George W. Beadle, California In- 
stitute of Technology; and Dr. 
Joshua Lederberg, Stanford Uni- 
versity. Each will deliver six lec- 
tures. 

The Ford Foundation’s Fund for 
the Advancement of Education is 
again meeting the academic costs 
of the project through a grant to 
St. Louis University and St. Louis 
educational television station 
KETC-TV. The films are being 
produced at the studios of Calvin 
Productions, Inc. from material 
filmed during the St. Louis tele- 
casts. 

* * 


“Fastest Kodak Films Yet’ 
Photograph Venus on July 7 
Special Kodak films, said to in- 
clude the “fastest 16mm movie 
film yet made” aided Harvard’s 
astronomers in a once-in-a-thou- 
sand-years study of the atmosphere 
of Venus on July 7. The film was 
spooled for use in a compact 16- 
mm gun camera to record a stellar 
event that takes place only once 
in every thousand years—the oc- 
cultation of the star Regulus by 
the planet Venus which took place 
on that date. 


Use FilMagic All Ways! 
—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 
—FilMagic Pylon Kits for Tape Recorders. 
—FilMagic Pylon Kits for 16mm SOF PRO- 

JECTORS. 
—Get Best Results With FilMagic Silicones! 


MANUFACTURED & GUARANTEED BY 


THE DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 
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Film Comp. 
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723: SEVENTH AVENUE ~NEW YORK 19,N.Y. PLAZA 7-8144 
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A Majer Advance in Film Reel Construction 
PRECISION DIE-CAST ALUMINUM 

HUB COMBINED WITH SPECIAL 

TEMPERED STEEL REELSIDES MAKES A 
TRULY PROFESSIONAL REEL. 

MUCH MORE STURDY — TRUER RUNNING 


> COMPCO reels and cans are finished in scratch- 
resistant: boked-on enamel. 

4 ‘ Be ossured a lifetime of film protection with these 
i extra quality products. 

4 - Write for complete information. 

- REELS AND CANS « 16 mm 400 ft. through 2000 ff. 
COMPCO corporation 

1800 NO. SPAULDING 

CHICAGO 47, ILLINOIS 

of 


Photeyraph« Equipment lor Over A QUARTER of CENTURY 


BUYERS READ BUSINESS SCREEN 


National A-V Convention Opens July 25th 


Charles Percy Will Keynote 
Nat’! Audio-Visual Meeting 

Keynote speaker at the 1959 
National Audio-Visual Convention 
is to be Charles H. Percy, presi- 
dent of Bell & Howell. Also an- 
nounced as major convention 
speakers are Dr. William Sanborn, 
director of the Bureau of Instruc- 
tional Materials, San Francisco 
Unified School District; Dan For- 
restal, director of public relations, 
Monsanto Chemical Company; 
and Dr. Elliott Kone, director, 
Audio-Visual Center, Yale Uni- 
versity. 

Announcement of the speakers 
and of the theme of the convention, 
“Lift the AV Standards Higher” 
was made by William G. Kirtley, 
chairman. 

“Some 2,500 audio-visual spe- 
cialists from all over the country 
are expected to attend,” according 
to Kirtley, “and they will find this 
year’s meeting a rare combination 
of penetrating talks by outstand- 
ing a-v authorities, plus work- 
shops and seminars in such fields 
as education, industry, agriculture, 
religion, and medicine and the 
largest display of equipment and 


materials ever at one 
time under one roof.” 

This year, 123 firms will occupy 
a record 171 booth spaces in the 
Trade Show area. All types of a-v 
equipment and materials, valued 
in excess of $1 million will be fea- 
tured in both displays and demon- 
strations during the four day show 
which will be held July 25-28 at 
the Morrison Hotel in Chicago. 


* * 


Industrial Film Executives to 
Meet at Princeton in Fall 

vy Dates for the annual fall meet- 
ing of the Industrial Audio-Visual 
Association have been announced. 
Heads of film and a/v departments 
within nearly 100 of the country’s 
largest companies will meet again 
at the Princeton Inn, Princeton, 
New Jersey on October 13-15. 
Roy Vanderford, American Tele- 
phone & Telegraph Co., is chair- 
man of the fall meeting committee, 
assisted by Fred Beach, Reming- 
ton-Rand; William Connelley, 
Bakelite; Al Morrison, Bert Mc- 
Garry and D. G. Treichler of 
Socony-Mobil. 


Charles H. Percy: Keynoter at 
1959 NAVA Convention . . . 


University Film Producers 

To Hold 13th Annual Meeting 
vy The 13th annual conference of 
the University Film Producers As- 
sociation, labeled as one of the 
most critical in the group’s history, 
will be held August 17-21 in the 
Memorial Center, Purdue Univer- 
sity, Lafayette, Indiana. 

Sessions will cover the future of 
the UFPA, audiences for college 
and university-produced films and 
the role of sponsoring institutions 
as well as technical review of tools 
employed in film and tape pro- 
duction. 


Comt 


INCORPORATED. 
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7 KIMBERLY-CLARK CORPORATION 


“How to Catch a Cold”, The Cham- 
pion of Champions, has been seen 
by more people than any other spon- 
s sored film. 137 million non-theatrical 


and TV viewers and still growing! 


NATIONAL BISCUIT COMPANY 


| “The King Who Came to Breakfast”, 
now in its tenth year of telling 
: breakfast facts to young and old via 
r TV and school community distribu- 
. tion. 76 million have seen it to date. 


g 

INSTITUTE OF LIFE INSURANCE 

Three of the Institute's five films 

now in release are among all- 
time “Top Ten” on TV with 3095 

ie telecasts. Total 16mm and TV audi- 

4: ence for all five: 249 million persons. 


MERICA’S FOREMOST 


UNITED FRUIT COMPANY 


Six films on the Central American 
“banana” republics—favorites with 
educators, club programmers, TV sta- 
tions. 157 million 16mm and TV 


viewers. 


FIRESTONE TIRE & 
RUBBER COMPANY 


Pioneer film sponsor whose confi- 
dence in the medium is amply justi- 
fied by the audience of 428 million 
persons who have seen the 19 Fire- 


stone films currently in distribution. 


JOHNSON & JOHNSON 


J & J's three films have reached 32 
million people at a distribution cost 


of a fraction of a cent a viewer! 


ARMOUR AND COMPANY 


“Marie Gifford” has taught 247 mil- 
lion women and teenagers every- 


thing from basting a turkey to baking 


a pie. 


THE GREYHOUND CORPORATION 


leaves the distribution to us. And, 
for good reason, too: “Freedom High- 
way” and “America for Me” have 
been screened 85,363 times in the 
Nation's schools and community or- 


ganizations. 


DE BEERS DIAMONDS LTD. 


72 million viewers have journeyed 
to South Africa via De Beers’ “A 
Diamond is Forever.” 


Use America’s First Distributor! 


F These companies and associations, like so many others, know that distribution by 
| Association Films means results — results that exceed expectations, pay off in 
audience dividends. * Creative promotion keeps user demand high, expert print 
servicing extends print life, company-owned distribution centers offer valuable 
assistance and programming leads to local users. Add to these a reputation for 
personalized, individualized attention to each sponsor and his audience preferences, 
and you have just some of the reasons why more and more sponsors are turning 
‘ to Association Films. %* You can find out more about us by writing or calling our 
nearest regional sales office. 
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Ar ASSOCIATION FILMS, INC. 


National Sales Office 

347 Madison Avenue 

New York 17, N. Y. MUrray Hill 5-2242 
Regional Sales and Distribution Centers in: 
Ridgefield, N. J. (Broad at Elm) WHitney 3-8200 
La Grange, Ill. (561 Hillgrove Ave.) 

Chicagoans call Bishop 2-1898 

Others call Fleetwood 4-0576 

San Francisco, California (799 Stevenson St.) 
UNderhill 1-5305 


Dallas, Texas (1108 Jackson St.) 
Riverside 2-3144 


COMING SOON! 4 new DEPTH concept in monthly performance reports. Watch for announcement. 
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65TH ST. NEW YORK 23, TR 3-191! 
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European and American con- 
testants considering next year’s In- 
ternational Advertising Film Festi- 
val (tentatively set for Venice in 
June of 1960) may have to go to 
“the summit” to settle some of the 
fur that has been flying since this 
year’s Sixth event, just concluded 
in mid-June at Cannes. 

There weren't too many happy 
smiles at the Palais des Festivals 
on June 13 when U. S. entries took 
home both Grand Prix, for the 
hitherto sacred European theatre 
ad playlet award, and for the new 
television commercial prize. Brit- 
ish and West German delegations 
of ad men and producers num- 
bered over 150 apiece with French, 
Italian and Spanish representation 
also in large numbers. Two U.S. 
visitors, in addition to John Freese, 
the U. S. accredited juror, made 
up our “troops” at Cannes. Wal- 
lace Ross, New York publicity 
counsel, and Herbert Rosen, presi- 
dent of Audio Master and sponsor 
of the Industrial Audio-Visual Ex- 
hibition and Trade Show in Man- 
hattan were pretty lonely in an 
otherwise all-European assembly. 


Color Dispute, Delays in Transit 
Eliminate Some TV Commercials 

A Chemstrand Nylon color spot 
entered by Doyle Dane Bernbach 
agency and produced by Transfilm 
was among those “arbitrarily 
omitted” according to New York 
sources. A _ similar Chemstrand 
spot won a first prize last year. 
The maximum of 10 spots entered 
by McCann-Erickson was also not 
shown because of delay in transit 
and the same fate apparently hit 
two spots entered by Gene Deitch 
Associates. 

Finally, entrants have been most 
conscious of expense factors. It 
cost a minimum of $37.00 for each 
60-second entry (entry fee, cost 
of print, shipping etc. ). This doesn’t 
include the lengthy time it took 
entrants to prepare complicated 
entry forms which also required 


French translations of the film’s 
synopsis. 
Winners Pleased, But the Losers 
Always Outnumber Them 
Happy, however, are the Festi- 
val winners. Happiest of all are 
the Campbell-Ewald folks and the 
creative people at Lawrence- 
Schnitzer Productions whose Chev- 
rolet Station Wagon playlet won 
the Cinema Advertising Grand 
Prix, America’s first in this highly- 
competitive category. 
* 


Ford’s “Thinking Dog” Scores 
Again in Western Ad Awards 
ve That good Thinking Dog com- 
mercial which won a first prize for 
animation at the recent Cannes’ 
International Advertising Film 
Festival (see story) has earned 
further kudos for Playhouse Pic- 
tures, its producer, and for J. 
Walter Thompson (Los Angeles) 
who placed the spot for the Ford 
Dealers of Southern California. 
Television commercial’s compe- 
tition conducted by the Advertising 
Assn. of the West, will also award 
a “first” to this spot at its con- 
vention, June 28 to July 3 at Lake 
Tahoe, California. 


* * 


SAG-AFTRA Ask David Cole 

To Study Merger Problems 

vy In a renewed effort to com- 
promise differences in the much- 
discussed but thus far unresolved 
merger of the Screen Actors Guild 
with the American Federation of 
Television and Radio Artists, the 
two talent unions have selected 
David L. Cole, noted national con- 
sultant in labor affairs, to “conduct 
a study of the feasibility of a mer- 
ger,” according to joint announce- 
ment made on June 12 by both 
groups. 

Mr. Cole is a former director of 
the Federal Mediation and Con- 
ciliation Service and is currently 
the permanent arbitrator under the 
AFL-CIO No-Raiding Agreement. 


Immediate 
Delivery! 


HOUSTON FEARLESS 


Panoram [Dollies 


Thoroughly overhauled —- Guaranteed 
SPECIAL LOW PRICE: 


4 Wheel — $1400.00 
5 Wheel — $1800.00 


CAMERA EQUIPMENT CO., Inc. 
315 West 43rd Street * New York 36, N.Y. 


PARTHENON PICTURES 


HOLLYWOOD 
It is inevitable that a producer’s 
big-budget pictures, made for 
general-public audiences, are the 
ones which attract notice. 

So here is a group of less- 
noticed films — special-purpose 
pictures for special-target audi- 
ences, mostly produced on short 
schedules and low budgets by 
the able and enthusiastic young 
men of the Techfilms and Parthe- 
non-Central Divisions, but check- 
ed throughout by the “old heads” 
for Parthenon standards of 
thoughtful concept, careful edit 
and smooth “finish.” 


TECHFILMS DIVISION 


“PACKAGED POWER”—a film 
to sell the facilities and capabili- 
ties of a missile accessory manu- 
facturer to prime contractors. 
SUNDSTRAND TURBO. Ekta- 
chrome, 22 min.; not classified. 


“IM99A WEAPONS SYSTEM 
REPORT”—the Bomarc: for Pi- 
lotless Aircraft Div., BOEING 
AIRPLANE CO. 11 min., Color. 
“ZUNI— THE GENERAL PUR- 
POSE AIRCRAFT ROCKET’— 
semi-dramatized report to the 
public. NAVAL ORDNANCE 
TEST STATION, China Lake. 16 
min., Color. Not classified. 
“HELICOPTER TOWED  SO- 
NAR”—proposal film for Bendix- 
Pacific, Div. of BENDIX AIR- 
CRAFT CORP. 18 min., Color. 


PARTHENON-CENTRAL 


“MIGHTY MASTERS OF THE 
HARVEST”’—the Combines at 
work. INT’L. HARVESTER. 20 
min., Color. 

“YOUR B LINE”—a 50 minute, 
5 part picture made in 3 weeks 
from go-ahead to dub, to an- 
nounce a new line of trucks at 
48 simultaneous dealer meetings. 
Color. INT’L. HARVESTER. 


PARTHENON-HOLLYWOOD 


“PROGRESS IN MODERN BA- 
SIC REFRACTORIES” —this is a 
straightforward sales film ad- 
dressed to technical men in the 
glass, cement, copper and steel 
industries, with side usage in 
engineering colleges. KAISER 
REFRACTORIES DIVISION. 28 
minutes, Color. 

“COLLECTORS’ ITEM”—an un- 
pretentious but surprisingly dra- 
matic story of the small group 
of public servants who installed 
pickup and disposal system in 
Los Angeles against an “impos- 
sible” deadline. INT’L. HAR- 
VESTER. 32 minutes, Color. 


NEW PRODUCTION OFFICES 


CHICAGO 1—185 North Wabash; 
RAndolph 6-2919. 

DETROIT 26—2301 Dime Buiid- 
ing; WOodward 2-5270 

NEW YORK 19—1600 Broadway ; 
ClIrele 6-2688. 


PARTHENON PICTURES 


Executive Producer 


Hollywood 26 


Charles Palmer, 


2625 Temple St. ° 
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every location — From the frozen north 


to the sun-drenched tropics — 


‘Pros depend on- 


35mm Professional Film Viewer 


Easy threading, portable, will not scratch 
film. Views film left to right on 6”x4”%2” 
brilliantly illuminated screen. Sound 
Reader and/or Counter easily attached. 
Available in 16mm. 


16mm Model $350.00 
35mm Model $500.00 


When “location” is just a cab-ride 
away, it's comforting to know that 
CECO'S vast storehouse of sales and 
rental equipment is at your disposal. 
But when you have to journey to the 
North Pole or to the South 
American jungle, it's even more 
important to depend on CECO 
for cameras, dollies, lights, generators 
a and a host of other equipment 
that will perform under severe 
climatic conditions. 


After you've compiled your list, 
check it out with CECO. We 
have outfitted hundreds of 

crews for location, far and 

near. Our wide experience can 
save you time, money and 

needless grief. 

You owe it to your career 

as a film moker to use 
CECO service for sales, 


4 rentals, repairs— 
and experience. 


Arrifiex 16 


The most versatile professional 16mm camera in the 
world. Includes three-lens DIVERGENT turret, registra- 
tion pin movement, side pressure rail, and quickly inter- 
changeable motors. Has a mirror reflex system to per- 
mit viewing and focusing through taking lens while 
camera is in operation. Viewfinder shows parallax- 
corrected right-side-up image. Accepts 100 ft. daylight 
loading spools and accessory 400 ft. magazines. 


Professional Jr.* Tripod on CECO 
Magnasync Magnaphonic Sound 3-Wheel Collapsible Lightweight Dolly 


Recorder Mark Ix— The newest PRO JR. Tripod features 3-WHEEL DOLLY collapses into 


F simple camera attaching method, compact shape. JUNIOR weighs 
telescoping pan handle with adjust- 15% Ibs. SENIOR weighs 18 Ibs. 
free. Academy and SMPTE Specification. No royalties able angle, pan tension knob, cast-in Any tripod easily attached. Ball 
16mm 35mm & 174mm models available si tie-down eyelets, and self-aligning bearing locking rubber tired casters 

es , double leg locks. with indexing device. 


Price $150.00 Junior $99.50 Senior $150.00 
* Reg. U. S. Pat. Off No. 2318910 


Colortran Grover 
Masterlite Convertablie— 


Holds either PAR 56 or 

Holds cither PAR $6 or SALES - SERVICE - RENTALS 
SEALED BEAM unit. Weighs 
only 5 Ibs. and equals per- 


formance of a 5000 watt FRANK C. ZUCKER 
bulb with just a PAR 64 500 


current at 3200° Kelvin! 


$42.50 with PAR 56 Bulb Dept. S * 315 West 43rd St., 
New York 36, N.Y.  JUdson 6-1420 
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Canadian Film Award Honors 
To Crawley, Nat‘! Film Board | 
ve Honors in the recent 11th An- 
nual Canadian Film Awards, joint- 
ly sponsored by the Canadian As- 
sociation for Adult Education, the 
Canadian Film Institute and the 
Canada Foundation were shared by 
Crawley Films Limited, Ottawa, 
and the National Film Board of 
Canada. The two organizations 
shared equally a total of six of the 
nine theatrical and non-theatrical 
awards presented. 


These Events Made News of the Month 


Max Worley, Color Reproduction 
Co.; Bill Steen, Telefilm; Ted Fo- 
gelman, Consolidated Film Indus- 
tries; Bob Ward, Hollywood Film 
Enterprises; Vaughn Shaner, East- 
man Kodak Company; and Fred 
Scobey of General Film Labs. 
IFPA president Robert Gunther 
and program chairman Julian Ely 
were in charge of arrangements 
which included guided tours of 
General’s lab facilities. ng 


In addition two special awards 
were presented this year. The Ca- 
nadian Broadcasting Corporation 
was cited “for its encouragement 
of the appreciation of good film- 
making over the years, notably 
through the programs, The Movie 
Scene and Music From the Films. 
Dean Walker, a writer, also re- 
ceived a special award “for en- 
couraging high standards in Ca- 
nadian film production through his 
articles in Canadian periodicals.” 

Three theatrical productions re- 
ceived Awards of Merit. They 
were The Tall Country, produced 
by Parry Films, Ltd.; Money Mint- 
ers, produced by Crawley; and 
The Quest, produced by the Na- 
tional Film Board. 

Top award in General Informa- 
tion films went to The Living 
Stone, produced by the Film 3 
Board; prize-winner in Public Re- 
lations was Saskatchewan, Our 
University, produced by Crawley. 
Crawley also scored with the Sales 
Promotion award-winner, Beauty 
to Live With; while Fire in Town, 
produced by the Film Board was 
the awardee in Training and In- 
structional Films. 

In the field of Travel and Recre- 


ve Echoes of the recent Columbus 
Film Festival; pictured above re- tell 
ceiving a “Chris” award for 
“Teaching Johnny to Swim” is ex- 
ecutive producer Herbert R. Dietz, sh 


Hotlan 


Institute of Visual Training, Inc. 
(left). Presenting certificate is 
Galvy E: Gordon, public relations 
director of the Columbus, Ohio 
Public Library. 


Notto—Mainte 
nance Engineer 


FOR PRODUCERS 

OF VIGUAL SELLING 
IN MOTION PICTURES 
SLIDE FILMS 

TV COMMERCIALS 
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"58, produced by Chetwynd Films 
ip: Ltd. shared honors with Quetico, animation : 
stide films 
produced by Christopher Chap- 
flip cards 

LA Industry Film Producers lettering 

Hear Lab Expert Panelists layout 

vv Film laboratory problems were maps 

the concern of members of the Los backgrounds 

Angeles Chapter, the Industry retouching 


Film Producers Association, at its 
recent regional meeting in that 
area. 


color correction of 
packaged products 


Some 90 West Coast film execs a wide 4 
; assortmen 
met as guests of General Film tte ter 


Laboratories in Projection Room 
A where a panel of film laboratory 
experts delivered short talks on 
various aspects of laboratory serv- 
ice. Panelists included John Kil- 
lough, Acme Film Laboratories; 


hot press titles 


type catalogue 
~ on request 


FLORMAN & 


421 WEST 54TH STREET, NEW YORK 19,N.Y. 
PLaza 7-1525 
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HOW DO PEOPLE 
JUDGE YOUR 
COMPANY? 


By your product or service? 

By the service you give your 
customers? 

By your policies? 


Well, all these things count. 
But . . . to most of your custo- 
mers, your SALESMEN are the 
company. 


Their reputation is YOUR repu- 
tation with your customers. This 
means that your salesmen must 
be able to impress your custo- 
mers with their sincerity, de- 
pendability, interest. 


There is a knack to doing it. 
Show them this knack with: 


“HUMAN RELATIONS 
IN SELLING” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


Write for Details on 
Obtaining a Preview 


Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 
A Division of Rocket Pictures, Inc. 
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SIGHT & SOUND 


Nat‘! Film Board Offers 

Stock Films for Television 

vx Non-profit service organizations 
which reach the public through 
TV public service time periods 
donated to them by local TV sta- 
tions now have a new source of 
programming material in a special 
television library set up for their 
use at the New York office of the 
National Film Board of Canada. 

Assembled in five sections, the 
Library will offer a wide variety 
of films in creative arts, health 
welfare and safety, science and na- 
ture study, industry and labor, 
and sociology. 

Many organizations, who have 
found that incorporation of a suit- 
able film into their live TV pre- 
sentations often makes for a more 
dramatic program, have already 
made liberal use of NFB films on 
television. The new Library will 
offer convenient service to all or- 
ganizations throughout the coun- 
try. Address is NFBC, Canada 
House, 680 Fifth Ave., New York 


19. 
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NFPA Lists Over 200 Titles 
In Fire Control Film Book 
ye A new “Fire Control Film List” 
which describes and provides 
sources for more than 200 motion 
pictures on home and personal fire 
safety, industrial fire protection, 
aviation fire control, forest, brush 
and grass fire fighting as well as 
fire department operations and 
civil defense has been issued. 
Compiled by the Editors of 
FIREMEN, published by the Na- 
tional Fire Protection Association, 
the new 28-page list is available 
at 50 cents a copy from the NFPA 
Publications Dept., 60 Battery- 
march St., Boston 10, Mass. iy 


* 


Fred Niles Offers a Free 
Chicago Services Directory 

vy A smart and most convenient 
new directory of film and television 
services in the Chicago metro- 
politan area has been issued by 
Fred Niles Productions. Listings 
include closed-circuit television, 
film and television producers and 
distributors, studios, rail, hotel and 
airline services. 

New four-color desk reference 
piece can be obtained on letter- 
head or phone request from the 
sales promotion manager, Fred 
Niles Productions, Inc., 1058 W. 
Washington Blvd., Chicago 7. Call 
SEeley 8-4181 for your free 
copy. 
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Sound « Editorial « Laboratory Services 


Ca 


CAPITAL FILM LABORATORIES, INC. e 1905 FAIRVIEW AVENUE, N. E, 
WASHINGTON 2, D.C. © PHONE LAWRENCE 6-4634 
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Primitive Africa to Modern 
Tools in “A Hoe for Kalabo” 
vw At their earlier 1959 conven- 
tion in Detroit, members of the 
National Tool Builders Association 
premiered that group’s new 27- 
minute color film A Hoe for Kala- 
bo, with a fascinating on-the-spot 
introduction filmed by producer 
Reid H. Ray in Africa. 

The present status of the giant 
machine tool industry is con- 
trasted with primitive iron-making 
methods used in a tiny village 
named Kalabo in the secluded 
Zambesi Valley. In Kalabo the 
natives smelt iron ore in a crude 
furnace using goat-skin bellows. A 
whole day’s work brings them a 
small chunk of iron to be pounded 
into a single hoe. 

In vivid contrast are today’s 
modern machine tools—from the 
very large to the smaller and more 
precise tools which shave a mil- 
lionth-of-an-inch from metal. Reid 
H. Ray Film Industries, St. Paul, 
is the producer for the Association 
through its public relations coun- 
sel, Hill & Knowlton. National 
distribution is being handled by 
Modern Talking Picture Service, 
Inc. 
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Half Million Feet of Moody 
Films on Way to U.S. Bases 
Nearly a half-million feet of 
Moody Science films are stacked 
in pile below as Irwin A. Moon, 
manager (left) and F. Alton Ever- 
est, director of science and produc- 
tion for Moody Institute of Sci- 


\\ 


ence check films being readied for 
shipment to U.S. military bases. 

Going to Army and Air Force 
bases around the world and de- 
signed to bolster religious and 
character guidance programs, 
Moody films have been widely 
used in the military for past 15 
years. Air Force alone reports 
some 200,000 showings of Moody 
films per year. Le 


THIS DISCIPLINE 
IS PAINFUL 


Do your supervisors enforce pain- 
ful discipline—or fair, understand- 
_ ing, and impartial discipline? 
Effective discipline is of vital im- 
_ portance to your business. It's the 
_ lubricant that will give youa 
smooth-running organization. 


Show your supervisors the proved 
techniques of: 


“MAINTAINING DISCIPLINE” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 
@ “THE SUPERVISOR'S JOB” 
@ “INDUCTION AND 
JOB INSTRUCTION” 


@ “HANDLING 
GRIEVANCES” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


@ “PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 


Rocket Pictures 


INC. 
6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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Ur Prout To QeRTINCATE OF MERIT 
Film Councsd of Greater Boston “Friend of aFriend” 
3 From The 
we Film Festival Gaines Dog Reseach Center 
Heart Of Town William J.Ganz Company inc. 
E Award of Merit 
| 
| 
Se 
= 
SCHOLASTIC TEACHER 
Film Award 
Te 
Seory of Tension 
4 The File Council of Greater Cohmbus 
Cortificate of Merit 0) | The Chris 
ve t a D 
Institute of Visual Training WILLIAM J. GANZ of 
‘ 
| t The Film Council of Greater Cohsmbus 4 
AMERICAN FILM ASSEMBLY National Committee on Films for Safety 
ome WY BRONZE AWARD 
ertificate of Acceptance 
t A INSTITUTE OF VISUAL TRAINING 
for the meritorious film 4 
+ 5 TEACHING JOHNNY TO SWIM 
i sponsored by 
3 Metropolitan Life I Company f 


q A re | ozen ..- but what really counts is the fact that these 
a films solved problems for their sponsors! 


film awards What’s your problem? Increasing sales? Introducing a new product? 
Training employees? Improving public relations? 
to Ganz... | 
If you would like to see how we have solved problems like these 


t h ank you ’ with well planned, properly distributed films, write us. Chances 


are we have a directly related “case history” that will give you 


dear judges! 


Hy WILLIAM J. GANZ COMPANY, INC. 
é- (a Division of The Institute of Visual Training, Inc.) — 
a Producers and Distributors of Business Films fee. 


40 East 49th Street, New York 17, New York ¢ ElLdorado 5-1 443 
40 YEARS IN THE SCIENCE OF VISUAL COMMUNICATION 
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The National Committee on the Aging, a standing committee of the 
National Social Welfare Assembly, has completed its plans and begun 
production, in association with Dynamic Films, Inc., of the first of 
five audio-visual programs around the central theme “Preparation for 
the Later Years.”” Each of the 5 programs will consist of a 30-minute 
sound film with accompanying film strips, discussion guides, and other 
pertinent literature. 


The National Association for Mental Health will also cooperate in 
the planning of the whole series. 


ADVISORY COMMITTEE (planning overall objectives, supervising content) 


Mr. Frank H. Cassell, Manager 
Industrial Relations 
Inland Steel Company 


Mr. Edward Linzer 
Director of Education 


National Association of 
Mental Health 


Mr. Don Gregory 
Public Relations Director 


Community Service Activities 
AFL-CIO 


Miss Ollie A. Randall, Vice Chairman 
National Committee on the Aging 


For further information write: 


Miss Martha Douglas, Director of 
Counseling & Employee Activities 


Carson Pirie Scott & Company 


Dr. Leo W. Simmons 
Professor of Sociology 
Yale University 


Mr. William C. Fitch, Director 
Special Staff on Aging 


U. S. Dept. of Health, Education 
& Welfare 


Dr. William A. Sawyer 
Chairman, Committee on Geriatrics 
Industrial Medical Association 


dynamic films, inc. 
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405 PARK AVENUE, NEW YORK, N. Y. 


Mr. D. S. Sargent, Personnel Dir. 
Consolidated Edison Company 
of New York, Inc. 


Mr. Charles O'Dell 
United Auto Workers 


Dr. John McConnell, Dean 
Graduate School 
Cornell University 


Mother M. Bernadette de Lourdes 
O. Carm. 


Mary Manning Walsh Home 


Dr. William J. Villaume 
Executive Director 
Department of Social Welfare 


National Council of the Churches of 


Christ in the United States 
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Dr. Harry E. Tebrock, Medical Dir. 
Sylvania Electric Products, Inc. 


Dr. G. Halsey Hunt 

Chief, Division of General 
Medical Science 

National Institutes of Health 


Dr. R. J. Pulling, Director 
New York State Dept. of 
Adult Education 


Rabbi |. Fred Hollander, Director 
Institute for Pastoral Psychiatry 
New York Board of Rabbis 


Dr. Jack Weinberg 
Associate Professor of Psychiatry 


University of Illinois, 
School of Medicine 
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BUSINESS SCREEN 


Survey of Film Distribution 


500 Most Active Business Firms and Trade Groups Achieved Audience 
of 20.600.000.000 Viewers in 16mm Groups. Theatres and Television 


USINESS SCREEN Survey figures of the 
total U. S. viewing audience for spon- 
sored motion pictures in the past year 
reveal that a tremendous amount of time was 
devoted by groups and individuals to the pub- 
lic relations, informational and other films 
distributed by leading business concerns, trade 
groups and two Federal government agencies. 
The Editors have compiled these data in the 
order of what they considered the relative im- 
portance of the various distribution channels. 
Hence, the movement of films to groups and 
institutions owning or having ready access to 
16mm sound motion picture projection equip- 
ment was rated Number One for measurement 
and reflection. 


Why We Rate 16mm Audiences First 

This “self-equipped” audience goes to con- 
siderable lengths to obtain and view spon- 
sored films of their choice. Involved in every 
showing is a voluntary selection of title, a 
mail or telephone booking and confirmation, 
personal or carrier handling of the print to and 
from the place of showing and attendant pro- 
motion of the event. 

On the adult level, the groups involved in 
such showings represent influence-leaders in 
the community, members of civic, fraternal 
and other organizations, parent-teacher 
workers, etc. They also represent middle to 
high-income brackets, for the most part. 

The age level of such 16mm audiences sel- 
dom falls below the teen-age group by the very 
nature of the films. teacher selection and other 
limiting characteristics that make the high 
schools of America an important segment of 
the total sponsored film audience. 


Young Adults Need Facts on Business 
American business and trade groups, con- 


scious of a continuing urgent need for eco- 
nomic enlightenment among maturing young 
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people and now aware of their personal in- 
come status, should not under-estimate the 
interest and accessibility of this audience. 

The 16mm self-equipped audience also in- 
cludes factory cafeterias and recreation areas 
(nearly 7,000 employees of one Midwest plant 
enjoy a “Movie Day” each week through the 
year in their arc projector equipped cafeterias ). 
Union halls, church and community meeting 
centers, grange halls and after-hour use of 
school auditoriums are the “theatres” where 
Americans viewed sponsored motion pictures. 

This preface is necessary to an appreciation 
of the solid facts now disclosed by the survey: 


14,633,443 Hours of 16mm Viewing! 
vy In the 16mm self-equipped audience group 
alone, nearly 400 million persons (394,152,- 
000) devoted some 14,633,443 hours of view- 
ing time to the films of some 500 business 
firms and trade groups. Only 15 million of 
this total audience, representing viewers served 
by U. S. Department of Agriculture films, can 
be deducted as not representing business-spon- 
sored messages. One other government agency, 
the U. S. Bureau of Mines, distributes 16mm 
films to audience groups which are sponsored 
by metals, petroleum and other industries. 

In 1958, there were 4,390,421 16mm show- 
ings of films reported by the seven cooperating 
commercial distribution agencies, by an addi- 
tional 65 companies and trade groups main- 
taining direct audience contact—and by the 
U. S. Bureau of Mines and U. S. Department 
of Agriculture film departments. 

It is on this basis, multiplying the extremely 
modest total number of showings by the aver- 
age length of most sponsored films (an av- 
erage of 20 minutes, with a range from 13 to 
271% minutes for most subjects), that a total 
of 14,633,443 hours of viewing time was 
derived! (Cont'd on Following Page) 


Sponsors Report Film 
Audiences Are Up 22% 


Mor PICTURES sponsored by Amer- 
ican business firms and trade 
groups have increased in popularity by 
as much as 22 percent among the many 
kinds of audiences who saw them last 
year in clubrooms, classrooms, meeting 
halls, indoor and outdoor theatres and 
via television transmission in dwellings 
throughout the country. 

Undertaking the first and most com- 
prehensive survey of the sponsored film 
audience in six years (a previous one 
was made by this publication in 1952), 
the Editors of BUsINEss SCREEN have un- 
covered a wealth of valuable and relevant 
data, some unhappy truths about spon- 
sor neglect of valuable film properties 
(inadequate record-keeping, etc.) and 
substantial verification of individual audi- 
ence size, handling preferences, etc. 

The survey was undertaken by a com- 
bination of personal interviews, corre- 
spondence and file research. Approxi- 
mately 500 business firms and trade 
groups, two principal U. S. government 
agencies and seven commercial firm dis- 
tribution agencies provided the data for 
this survey. Nine of the 10 largest in- 
dustrial corporations in the nation have 
their film distribution facts included. 

All of the material covered in this 
survey and used in compiling total audi- 
ence figures, averages and trends repre- 
sents a BUSINESS SCREEN “Exclusive.” 
The success achieved in assembling here- 
tofore restricted facts and long-needed 
indications of size and growth is reflected 
in such respondent comments as: 

“Congratulations on tackling this job” 
and “Factual film distribution data .. . 
most essential in the field.” 

No comparison of company-to-com- 
pany figures has been made and all re- 
spondents were assured that comparative 
data would not be presented. The pri- 
mary aim of this survey was to achieve 
an accepted and verified count of the 
total audience for sponsored motion pic- 
tures in 1958. 

But out of it has come valuable data 
on the three main channels by which 
these films reach their intended audi- 
ences: (1) the “self-equipped” groups 
owning or having access to 16mm sound 
motion picture projection equipment; (2) 
commercial motion picture theatres, in- 
cluding drive-ins; and (3) public-service 
showings by television stations, 

From these basic data, measurements 
will be continued on further 1958 facts 
and figures in succeeding issues. Finally, 
the figures will furnish a substantial base 
for annual compilations and growth 
studies in 1960 and the years ahead. 
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The BIG Audience for Sponsored F ilms: 


vr Considering the fractional seconds of reader- 
ship accorded the best read color magazine ads, 
the devotion of viewers in a concentrated sight 
and sound situation which the motion picture 
affords, is well worth a long hard look by any 
business with appropriate subject matter. 

The key to the availability of this voluntary 
and valuable audience remains in the quality 
of both the subject matter and its production. 
It is very significant to note that the most 
popular films listed in this survey by respond- 
ents were those professionally-produced, ex- 
tremely interesting in content and information 
and well worth their viewing time and attend- 
ant handling problems. 

It is at this point that the survey begins to 
derive valuable data for those who use or 
contemplate using the medium. 


What Is True Size of 16mm Groups? 


As survey facts unfolded in the daily arrival 
of forms and in the compilation of total statis- 
tics, the Editors watched with keen interest 
the averaging of individual audience sizes. By 
simple division of the total number of show- 
ings into total reported audience, the average 
group size drifted from 60 to 38, to 45, 64, 
69 and upwards to 83, 91, 98. 

In notable exceptions that only served to 
prove an emerging rule, the average audience 
figure soared to a questionable 152, to 160, 
even to 347 persons per 16mm showing! 

Because the facts have been previously noted 
in these pages, we can reveal that one large 
audience figure of 148 persons per showing 
(the American & National Leagues of Pro- 
fessional Baseball Clubs) was excepted but 
accepted. 

The exception exists in the tremendous pop- 
ularity of these business-sponsored recreations 
of World Series play and the other enormously 
popular baseball film fare. Time and again, 
clubs and organizations booking these films 
have broken their own membership attendance 
records on the nights that the films are shown. 


Average Audience of 52.25 Persons 


But only sports, travel and such highly 
interesting and widely popular screen fare is 
going to break the seemingly inexorable audi- 
ence average which has now emerged. 

‘That average, realistic audience per showing 
in 1958 was 52.25, based on exhaustive checks 
of detailed figures from 40 reporting com- 
panies. This first check does not include spon- 


sor figures reported by the commercial dis- 
tribution agencies. Now they begin to provide 
valuable confirmation of sponsor data. For 
example: 

Distributor’s Average Shows: 51.66 


The largest distributor agency in the United 
States, based on the total number of prints 
and number of clients served, and wholly spe- 
cializing in sponsored film distribution, brought 
in an average audience figure of 51.66 per 
showing. 

We emphasize that no persons outside the 
survey staff at BUsINEss SCREEN had access to 
these figures, there was no comparison, there 
was no opportunity or desire on anybody’s part 
to alter this valuable conclusion. 

And now comes a third check against this 
“average audience”: the U. S. Bureau of Mines, 
serving a representative nationwide clientele 
with institutional and sometimes technical 
films, showed up with an average of 56.50 per 
showing. 

Eight Largest Companies Average is 54 

Finally, we summarized our findings against 
the total reports of eight largest companies 
handling their own films and serving total audi- 
ences in excess of one million persons each in 
1958. Their average was 54 persons per show- 
ing. What's the difference? Why is this impor- 
tant? 

Well, it’s important as a check and balance 
against extravagant claims made by some of 
agencies and sponsors in reporting their figures. 
If the audience figure exceeds 100 persons per 
showing, en garde! 

Certification of audiences by commercial dis- 
tribution agencies has improved considerably 
in recent years. One service furnishes an ad- 
vance notice of the impending date in the field. 
It is possible to use this date for a field check, 
to supply promotional literature to accompany 
showing and to have a representative present. 

With a nationwide 16mm audience awaiting 
the films and having access to somewhere near 
600,000 16mm sound projectors around the 
country, only sizeable companies with fairly 
extensive film libraries are today maintaining 
the kind of film handling and statistical opera- 
tions required to effectively serve and record 
these audiences. 


50% of Sponsors Use a Distributor 


50 of the first 100 companies reporting in 
the survey indicated that they are currently 


using the services of specializing commercial 
film distribution agencies. The advantage of 
skilled personnel, modern film handling and 
inspection equipment to assure good print per- 
formance, geographical convenience of location 
to shorten print travel time and to increase 
performance per print per year in use were 
some of the advantages cited by sponsors who 
utilize commercial film distribution services. 

Lack of identity and of a “close relation- 
ship” with groups viewing such films was prov- 
ing no handicap. Correspondence with pro- 
spective audiences, their own catalogs and 
follow-up promotion was being maintained by 
companies whose actual handling and detail, 
reports, etc. were being supplied by commercial 
film distribution agencies. 

That is part of the picture which emerges 
on the 16mm self-equipped audience portion 
of this BUSINEss SCREEN distribution survey. 


Sponsored Films in the Theatres 

ve A comparative handful of the total sponsor 
and trade group field is making use of one of 
the potentially tremendous outlets for their 
films. Of the nation’s 17,000 theatres (in- 
cluding about 5,000 drive-ins) nearly all are 
accessible for the showing of colorful and in- 
teresting sponsored short subjects. 

The largest and finest metropolitan theatres 
(like the Radio City Music Hall and Roxy in 
Manhattan, the Chicago, Roosevelt, Oriental 
and Woods in Chicago) have recently ex- 
hibited sponsored films. A Chevrolet “short” 
in widescreen and Technicolor (American 
Look) played the deluxe Oriental Theatre in 
Chicago for a solid week and repeated its en- 
gagement a week later. 


Cost Is Low on a Per Person Basis 


The cost of theatrical bookings ranges from 
$7.50 to $15.00, depending on length of sub- 
jects, which average from 10 minutes (best) 
to a maximum of 27 minutes. The shorter and 
the more professional the picture, the better 
the opportunity for the sponsor and the more 
enthusiastic the exhibitor. Showings are most 
often continuous throughout a booking en- 
gagement so it’s a definite bargain for the 
sponsor. Audiences of 1,200 to 2,750 persons 
are available in a single booking, at lowest es- 
timates provided us by distributors. 

Cost of color and widescreen production and 
prints may total up to a major budget item 
at the outset but when a single sponsor can 
report a total 35mm theatrical audience of 
14,281,929 persons in 1958 . . . theatrical 
distribution is indeed an important channel of 
sponsored film distribution! 


92 Million Audience Is Reported 
The 1958 Distribution Survey figure uncov- 
ered a total audience of 92,607,386 persons 
for just two specializing film distribution agen- 
cies active in theatrical distribution plus just 
two other sponsors. None of this activity in- 
volved payment to the theatre, other than pro- 
viding free-of-cost to the exhibitor a short sub- 
ject he could accept as worthy of playing time 
and marquee display. 
The price for success in the theatre field is 
the excellence of the picture, its interest and 
(CONTINUED ON PAGE THIRTY-THREE) 
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Bethlehem: 
Film 
Pioneer 


with 
Future 


ETHLEHEM STEEL COMPANY has been 
an active sponsor of motion pictures for 
advertising and educational purposes 

since 1912. In that year, the Pathe Freres 
Moving Picture Company produced a four-reel 
silent film for Bethlehem on the conversion of 
ore into finished steel. 

According to an April 4, 1912 article in 
IRON AGE, “fifteen electricians were constant- 
ly engaged in making the connections in the 
various shops to furnish the needed light. The 
illumination was provided by Cooper-Hewitt 
lights, with a 30-inch battleship torch light of 
30,000 candlepower.” 

The article goes on to state that “other ele- 
ments with which the film men had to contend 
were wind, steam, excessive heat and, for out- 
door work, the severe winter weather.” After 
forty-seven years, the elements remain un- 
changed. 


Constant Interest Through the Years 

Over the years, the company’s interest in 
films as important communications media has 
been constant. Although primarily based on 
its advertising requirements, the Bethlehem 
Steel Company’s film program also reflects the 
company’s interests in the important fields of 
public relations, education and research. 

As new developments have entered the field 
of motion picture production, Bethlehem has 
been quick to adapt them to the needs of its 
film program. Sound, color and high-speed 
photography found Bethlehem a_ receptive 
user. The same year that Eastman color nega- 
tive stock (35mm) became available to indus- 
try, the company’s first Eastmancolor produc- 
tion, Teamwork, was completed. All subsequent 
films for commercial distribution have been 
photographed on this stock. 

Members of Bethlehem’s staff supervise film 
productions from scripts through photography 
and editing to finished film. The films carry 
their sales messages on vehicles guided by the 
desire to inform and to educate and to enter- 
tain. They are designed and produced to reach 
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There's color and a strident symphonic background of sound in Bethlehem's films, 
lending drama to solid, factual content. Scene in “Steel Pipe—At Your Service.” 


specific audiences. This does not preclude films 
where an appeal is made to broader groups in 
the national community. 

For example, a film on the highly-technical 
subject of reinforcing bar steel has had limited 
distribution, intentionally so, since it was 
aimed at engineers and interested students. 
More typically, a film about structural shapes, 
while aimed specifically at architects and 
builders, offers a theme that also appeals to 
students and lay audiences. A general, non- 
technical film discussion of steelmaking was 
produced solely for general audiences. 


“Inside” Look at Plant Operations 

The majority of these pictures are lensed 
in the company’s eight steelmaking plants, its 
fabricating shops, mines, quarries, shipbuild- 
ing and ship repair yards. Enlarging their scope, 
Bethlehem includes in its films the processing 
and fabrication carried out in the manufactur- 
ing plants of its customers. Dozens of steel- 
consuming industries have had their operations 
photographed to amplify the message of such 
films. 

Motion picture crews “on location” for 
Bethlehem films travel far and wide. In the 
past year, high-strength bolting was photo- 


graphed on the 18th floor of a New York sky- 
scraper under construction. Bethlehem’s role 
in the nation’s defense was pointed up with 
aerial photography of the Georges Bank Radar 
Station off Cape Cod. At nearby Saugus, Mass. 
(but centuries away in time) the country’s first 
successful ironworks was photographed. 

Pipe installations were filmed deep under- 
ground in the world’s most modern iron ore 
mine; story line settings were picked up at 
locations in the Arizona desert and in the rain 
forests of Puerto Rico, as well as on sound 
stages in New York and Hollywood. 

Bethlehem’s own motion picture staff also 
produces 16mm films for internal company 
use. These projects are used for research, 
record, study and employee instruction. High 
speed photographic studies are made in many 
areas of steelmaking and processing to help 
improve operations. 

Exclusive of public service television show- 
ings, well over a million persons viewed Beth- 
lehem films last year in selective live-audience 
showings. For the most part, distribution of 
the company’s present library of 21 motion 
picture titles is effected through Modern Talk- 
ing Picture Service, Inc. Originally, prints were 
(CONTINUED ON THE FOLLOWING PAGE) 
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Bethlehem on Film: 


distributed through Bethlehem’s home office 
film library. But, by 1955, the volume of re- 
quests had increased to such an extent that 
distribution was turned over to Modern. Today, 
over a thousand prints are on hand in Modern’s 
28 regional exchanges for rapid service to re- 
questing audiences. Film requests from for- 
eign sources, however, are still reviewed and 
booked through Bethiechem’s home office 
library. 

Aside from distribution to outside groups 
and the general public, these films are also 
given wide distribution within the company 
itself. Bethlehem’s home office, for example, 
has projection facilities that rival many a com- 
munity theater. 


Six Pictures Showing on Television 

Bethlehem entered the field of public service 
television in the fall of 1954. Six films are cur- 
rently being shown, in black and white and in 
color. These titles have been well received by 
station program directors and their viewing 
audiences: 

The Open Road has been viewed by an esti- 
mated audience of 12 million; Steel Spans the 
Chesapeake, by over 14 million; Inland Voy- 
age, another 12 million. Shipways, an abridged 
version of the original film, played to 9 mil- 
lion viewers in the same period of time and 
Men, Steel and Earthquakes has been viewed 
by over 16 million. Bright Steel, in use only 


“Futures in Steel” pictures 
ironworks at Saugus, Mass. 


three years, has been seen by almost 12 million 
viewers. 

Since the inception of this public service 
tv activity, these films have reached an audi- 
ence estimated at over 75 million persons. 

A program of limited theatrical showings 
was launched early this year. Within the first 
six weeks, Bethlehem obtained thirty bookings 
with only ten prints of its newly-released film 
Futures In Steel. More important than statis- 
tics is the booking selectivity exercised. 

Futures In Steel is an educational picture on 
the past, present and future of the steel indus- 
try. It was designed and produced to attract 
college graduates, particularly engineers, to 
careers in the steel industry. 

To reach the college undergraduate with this 
message, theatrical bookings are arranged in 
college town theaters. Emphasis is on theaters 
in smaller towns adjacent to engineering school 


Sheet Steel's contributions to agriculture are explained in Bethlehem’s 
28-minute motion picture titled “Pageant of Steel’ and released in 1959. 


Iron blooms were heated for 
forging in this furnace . . . 


17th Century ironworker at 
historic Saugus ironworks. 


campuses rather than big city houses with 
impressive audience totals. 

Bethlehem evaluates each individual picture 
on the basis of its performance and ability to 
do the job for which it was produced. Never- 
theless, a number of films have won honor 
awards in both national and international film 
competition. 

Most recent of these winners were Sky- 
lines and The Long Pull, which received Chris 
Awards at the Film Festival of Greater Colum- 
bus. Bright Steel received recognition at the 
Seventh International Display of Cinematog- 
raphy in Milan, Italy. This film also won top 
honors at the Cleveland Film Festival and 
Bethlehem’s Teamwork received a Silver Reel. 
Futures in Steel, Bright Steel and The Long 
Pull were all written by Oeveste Granducci. 


The Program Today; Its Subject Areas 

Three new pictures are to be added to the 
Bethlehem library in 1959 to bring the com- 
pany’s total current offerings up to 23 titles. 
(One of the new releases will replace an ob- 
solete black & white film on the same subject). 

Scheduled for early completion is Fury of 
the Winds, a study of hurricanes and hurricane- 
resistant construction. Work on this film began 
early in 1955 when Howard Lesser of Knicker- 
bocker Productions was engaged as a pro- 
ducer. His experience in meteorology also 
served in the advance script studies. In July of 
that year, camera crews were employed on a 
standby basis in Miami, Norfolk, New York 
and Boston. Twice in °55 the teams were 
alerted and storm damage scenes were ob- 
tained in Winsted, Conn. and Stroudsburg, Pa. 
as Hurricanes Connie and Diane swept north- 
ward. 

No storms materialized in 1956 near enough 
for filming and the 1957 hurricane Audrey, 
struck the Gulf Coast with little warning. The 
1958 season finally provided the opportunity 
to photograph a striking hurricane. High- 
velocity winds, rough seas and extensive dam- 
age scenes were filmed near Corpus Christi, 
Texas and at Wilmington, N.C. 

In producing this film, Bethlethem and 
Knickerbocker consulted with prominent 
architects and engineers specializing in steel 
design and wind behavior. The weather bureau 
assisted with the meteorological material. For- 
restal Research Center at Princeton, N. J., 
made wind tunnels available for model study 
and photography. 

Fury of the Winds was photographed entirely 
in Eastmancolor. It will offer 27 minutes of 
information on the technical subject of wind 
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and wind-resistant construction to engineering 
and general audiences. 


“Pageant of Steel” a Product Parade 


Second major release in 1959 is Pageant 
of Steel, a 28-minute exposition on sheet steel. 
So versatile was this subject that scriptwriter 
Howard Stiles conceived a fictional trade show, 
literally a Pageant of Steel, in which more than 
150 steel products from 60 different companies 
are displayed. These items range from toys to 
massive tractors. 
Dramatizing this display was the challenge 
faced by producer James L. Baker of Mode- 
3 Art Pictures. 18 separate sets were constructed 
; on two large sound stages to reproduce a full- 
| scale trade show. Narrator Bob Warren leads 
the camera (a television camera, since Stiles 
conveniently wrote in a telecast of the show 
opening) from one display to another, showing 
how sheet steel affects the lives of everyone, 
every day. 

Bethlehem’s third film, due for release in 
1959, is Steel Pipe—At Your Service. This 
film was photographed by Jules K. Sindic, 
directed by Leslie M. Roush and produced by 
Mode-Art Pictures under the supervision of 
Mr. Baker. Aimed primarily at building con- 
4 tractors and pipe suppliers, the film opens with 
: a short prologue which underscores an im- 

mediate need for steel pipe. The resulting 
scenes demonstrate Bethlehem’s ability to fill 
5 this need from the company’s modern pipe 
Because of the nature of the product in- 
volved, brief sequences carried location crews 
A into a wide variety of industries—refrigeration, 
chemicals, rubber, transportation, construction, 
: farming, oil and others. Primarily a product- 
sales film, Steel Pipe also holds interest among 
1 non-technical audiences. 
3 These three new pictures and the 21 other 
4 current Bethlehem subjects in the company’s 
library fall into five subject groups: steelmak- 
ee ing, steel products, fabricated steel construction, 
‘. ship building, and general interest. 


Educational Films on Steelmaking 


iy Four films which comprise the “steelmaking” 
group are primarily educational pictures, pro- 
: duced to acquaint their audiences with basic 
: processes and procedures. They have become 
hing aids in hi hool and coll 
psa A process titles a Bethlehem film as one of company’s continuous electrolytic 
be (CONTINUED ON THE FOLLOWING PAGE) tinplating lines at Sparrows Point, Md., delivers a coil of “Bright Steel.” 
Live Live 
ir Live Film Titles Yrs. Showings Audience Film Titles Yrs. Showings Audience 
Audience This Is Steel 10 11,310 533,865 Ropes of Steel 7 3,275 «158,186 
Highlights—I 10 12,993 598,957 Steel Spans Chesapeake 5 10,922 560,334 
Totals Highlights—II 10 8,268 372,967 Holding Power 5 3,300 153,860 
Shipways 10 3,746 189,153 Men, Steel 
for Streamlined Steel 10 2,295 109,754 & Earthquakes 5 8,623 444,147 f 
° Alloy Steels 10 3,172 156,272 Bright Steel 3 6,630 304,303 a 
21 Films | Building the Teamwork 3 1985 72,804 
in the Golden Gate Bridge 10 10,393 511,869 Skylines 2 1,250 63,733 
in Steel Builds the West 10 10,158 495,641 The Long Pull 2 1083 «70,292 
Bethlehem Fifteen Minutes 9 4,096 206,297 Steel in Concrete 1 648 22,914 
. Inland Voyage 7 4,146 pra Futures in Steel —_— 212 9,572 
— 10 yrs. 113,630 5,490,646 
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Bethlehem on Film: 


among engineering and trade societies, at serv- 
ice club showings and other public audiences. 

The basic steelmaking pictures, This Is Steel 
for high school use and Highlights In Steel- 
making for college use, have been screened 
before an audience estimated at close to two 
million persons since original release. These 
subjects are soon to be re-released in modern 
color versions. 

A measure of their effectiveness is found in 
the large number of colleges and universities 
that have incorporated these films into their 
courses in engineering and metallurgy. 

Three Bethlehem films deal with fabricated 
steel construction. Two of these are docu- 
mentary progress films of the construction of 
the Bethlehem-built bridges spanning San 
Francisco’s Golden Gate and Chesapeake Bay. 
Produced to advertise Bethlehem’s ability in 
this field, each has received wide distribution. 
' Their audience popularity is constant, despite 
the fact that Building the Golden Gate Bridge 
has been in circulation for 20 years. 

A third picture in this category, Men, Steel 
and Earthquakes, studies earthquake-resistant 
construc‘ion. 

Two pictures in the Bethlehem library relate 
to shipbuilding and ship repair activities of the 
company. Shipways, produced during World 


New pipe mill forms and welds durable product in “Steel Pipe—At Your Service.” 


One impressive use of steel is Grand Coulee Dam, shown in “Steel Builds the West.” 


War II, shows the company’s contribution to 
the greatest shipbuilding program in history. 
The second shipbuilding picture, Jnland Voy- 


age, is a documentary film in color showing the 
conversion of a World War II Victory Ship 
into an ore carrier and the 3,000 mile delivery 
voyage of the converted vessel from Baltimore 
to Lake Michigan via the Mississippi River. 

The largest group of films at Bethlehem is 
that relating to steel products. Primary objec- 
tive of these films is the sales promotion of a 
given product or related group of products. 

The nature of the product, its market, ulti- 
mate consumer use and similar factors influence 
or determine the treatment used in the films 
and their subsequent distribution. 

Of the current nine product films, all are in 
color; five of these have been filmed in 35mm 
Eastmancolor and released since 1954. 

Bright Steel, for example, is a picture about 
tin mill products—the story of equipment and 
technology required to produce tin cans and 
bottle caps—staples of American life which 
are more than 99% steel. It has been televised 
nationally over 22 network stations. 

Two Bethlehem pictures were produced ex- 
pressly for a public relations function: 

Fifteen Minutes With Bethlehem Steel pre- 
sents an overall view of the company and its 
operations. It is particularly suitable for show- 
ings to groups touring Bethlehem operations. 


Steel Builds the West, produced originally 
for showings to audiences west of the Rockies, 
shows the role of steel in the development of 
the Western states. 


Nearly 5% million members of Bethlehem’s 
“live” film audiences throughout America these 
past 10 years and another 75 million viewers 
of its public service television films add up to 
an impressive total “exposure” to this com- 
pany’s always informative and often enter- 
taining motion pictures. Bethlehem pictures 
have an important common denominator . . . 
they are above all honest, useful delineators of 
a great company’s products and ideas. + 
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value to the audience and thus, its accepta- 
bility to the theatre owner. Films on product 
design, highway construction, health matters, 
travel and recreation have all played well in 
the nation’s theatres within the year. 

One commercial distributor reported to the 
survey a low total average attendance per 
theatrical booking of 1,200; another delivered 
figures showing average attendance during a 
single booking engagement of 2,750 persons. 
These are probable minimums and maximums 
for the averages. 


And Now: Film Showings on Television 


ve 48 of the first 100 companies reporting 
directly in our Distribution Survey indicated 
release of sponsored films to the nation’s tele- 
vision stations for public-service showings. 
Here again, public service really means pub- 
licly interesting and this is the key to sponsor 
acceptance of his films by station program 
directors. 

The total audience in this third phase of 
sponsored film distribution really takes off 
and soars to astronomical heights. Lacking 
a single standard formula which sponsors can 
recognize, commercial film distribution agen- 
cies have followed station precedent and agency 
methods in computing the probable audience 
achieved by films booked into tv stations. 


Formula for Computing TV Audiences 


“We compute TV audiences on a market by 
market formula, making allowances for time 
of day, number of sets in area, number of sta- 
tions in the market and average viewers per 
household,” says an experienced distribution 
executive in verifying his company’s average 
viewing audience of 40,000 persons per show- 
ing on television. 

This checks out with an average of 38,900 
viewers derived by the Editors from the figures 
of still another distribution agency active in 
this field. A third agency drops down to a 
modest 16,923 as we cast their bookings on a 
total reported audience of 53,667,000 persons 
in 1958. 


Report Over 20 Billion TV Viewers 


Now hold your hats, men, as we take off 
into the outer space atmosphere of the total 
1958 audience for sponsored films exhibited 
on television: 

With comparative ease we cleared over 20 
billion persons out of the adding machines for 
just 20 companies and trade groups and six 
commercial distribution agencies. 

A single national trade group, whose films 
you have certainly seen if you watch television 
at all, played on 331 stations a week for 52 
weeks last year and figured its total audience 
exposure at over one billion viewers (1,040,- 
000,000! ). 

Confirmed by Surveys and Interviews 

. through broad surveys and depth in- 
terviews of adult audience only, we feel that 
this figure is quite conservative,” reports the 
sponsoring group involved. Other films out 


NIMBER 4 © VOLUME 20 « 1959 


The BIG Audience for Sponsored Films: 


of its library totaled an additional 20 million 
tv audience in 1958. 

Two big companies, however, take a dim 
view of these figures (they’re in the “top 10” 
of U. S. manufacturing companies) and while 
they do keep track of television bookings, they 
“don’t try to estimate the audiences.” 


Distributors Aid with New Formats 

The audience, however, is there and stations 
have shown keen interest in films that prove 
worthy fare. Development of “Magazine” and 
“Digest” programs, in which short-length films 
are combined for special audience appeal by 
distribution agencies, have proven successful 
and are popular with the stations. 

Lest anybody think this is a one-way street 
in which sponsors are the sole beneficiaries . . . 
these “public service” films are being regu- 
larly “programed” and “listed” by the stations. 
In fact, they show up well on the ratings and 
in audience response. 


Good Pictures Welcomed by Viewers 

As an interlude for the inevitable commercial 
spots—good public service, travel, recreational, 
health, home-making, medical and science sub- 
jects are welcomed by a large segment of to- 
day’s television audience—surfeited by the 
gun-slinging cowboys and gumshoeing private 
eyes whose misadventures dominate tv. 

Promotional tie-ins provide rich dividends 
for alert sponsors who have been able to sched- 
ule window displays and to alert local dealers 
to station tie-in opportunities. This can work 
out well for local station spot sales, too, and 
further development in this direction can be 
regarded as inevitable. 


“Public Service” Means What It Says 

One phase of sponsor activity in commercial 
distribution is not working out too well, from 
station reports prompted by survey data. This 
is the sponsor practice of furnishing “throw- 
away” film clips for news and sport programs, 
etc. 

One sponsor apparently does this on a re- 
lentless weekly basis. But station reaction soon 
sets in and the convenient waste-basket is the 
eventual fate of over-frequent (and not always 
news-worthy) film publicity releases. 

It is indicated that limitation of such prac- 
tice to genuine news-worthy incidents, hard 
news and definitely interesting fare, will slow 
the hand that feeds the trash barrel. 


Some Conclusions From 
First Phase of the Survey 


ve This Survey of Distribution obviously omits 
thousands of showings of internal films in train- 
ing activities, sales meetings, etc. It is pri- 
marily concerned with public exhibition and 
well it might be because specialized, internal 
company showings are unmeasurable. 

Our conclusions will be formalized as this 
first survey phase is completed in a subsequent 
article. But here are a few of the important 
facts which have emerged: 

Basic Principles for Film Sponsors 

1. The 16mm “self-equipped” showing is a 
Very Special Event. If the audiences, both 
adult and teen-age groups, are willing to look 
at your film, you’ve enjoyed a very worthwhile 
experience. 

(a) But too many sponsors reporting in 
this survey didn’t know the total audience 
achieved by their valuable films in 1958. This 
is unbelievable but true. No sponsor who has 
an investment in a film or films can afford to 
overlook audience record-keeping. If you 
can’t handle it yourself, let the experts do it 
for you. But it must be done. 

(b) There is still blue-sky in the estimating 
of some sponsors who are kidding themselves 
and their managements when their average 
audience figures exceed the verified average of 
50 to 60 persons per showing. Not unless 
you've got substantiating data or a very popu- 
lar picture can you support an average of 
over 100 persons per 16mm showing. 

(c) Too few sponsors yet regard their pic- 
tures as the valuable film properties they are. 


2. Theatre audiences are being overlooked 
as a distribution potential by many appropriate 
sponsors. This is the “forgotten” segment of 
the total distribution opportunity. Theatres 
are amenable, available and thoroughly profes- 
sional presentation is a safe bet. And theatrical 
distribution is a real bargain at the low per 
person rates now in effect. 


Better Films Will Show on Television 

3. Television’s welcome mat to sponsored 
short subjects depends on the quality and in- 
terest of films. Don’t look for any miracles 
in this direction unless you've got product 
worthy of the effort. 

Finally, those pie-in-the-sky audience figures 
for public service television showings are, at 
best, only indicative. Here again, however, 
one single standard of computation should be 
observed by all distribution agencies and it 
should be recognized by sponsors for uniform 
accounting of the total audience. 

If it’s to be “40,000 persons per showing,” 
let the figures be based on a definite formula. 
Getting the film to the station on time, in 
perfect playing condition and worthy of the 
time to be devoted to it are other prerequisites 
to be observed by every sponsor. Ud: 


Epitor’s Note: Part Il of this continuing sur- 
vey will appear in the next issue. 
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Alcoa products against New York's skyline: a scene in “Aluminum Is Not Only Aluminum.” 


“Something Extra” from ALCOA 


Showings to Purchasing Agents of a Well-Designed, Fast-Paced New 
Color Picture Help to Interpret Company's “Added Values” Program 


Motes Pictures of the Alu- 
minum Company of America 
have gained widespread public ac- 
ceptance over the past 20 years. 
Such perennial favorites as Un- 
finished Rainbows, Curiosity Shop, 
and This Is Aluminum visualize 
Alcoa’s extensive research efforts 
and furnish useful educational fare. 
The newest of these public rela- 
tions offerings is A Product of the 
Imagination, a portrayal of alu- 
minum’s discovery and application 
(Business SCREEN, No. 2, Vol. 
20, 1959). 

Within recent years also, the 


Below: “at Process Development Labs, almost 
of work is for customer service.” 
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company has placed new emphasis 
on films for those who use and 
influence the use of the product 
itself. An award-winning, design- 
conscious picture, Color and Tex- 
ture in Aluminum Finishes, was 
primarily directed to this buyer 
audience. It is now joined by 
another and equally effective sales 
promotion film, Aluminum Is Not 
Only Aluminum, recently released 
for showings by Alcoa distributors 
and representatives to purchasing 
agents. 

Produced by On Film, Inc. on 
an extremely short schedule of 60 
days . . . Not Only Aluminum 
is an integral part of Alcoa’s cur- 
rent “Added Values” program. Its 
146 scenes comprise a thoroughly 
functional (but equally fascinat- 
ing) review of the theme “all of 
Alcoa’s skills are mobilized to a 


Left: “from anywhere 
in the country Alcoa 
tape relays transmit 
your order to the 
Teletype center in 
Putsburgh.” 


purchasing decision must 


single purpose: to put more than 
just 16 ounces of metal in every 
pound of aluminum you buy.” 

“Something extra” from Alcoa 
includes research, product devel- 
opment, service inspection and 
quality control, availability of 
product (through 68 strategically- 
located warehouses) and heavy 
emphasis on the company’s year- 
round promotions and its widely- 
publicized label. 

A happy use of old-time movie 
scenes to break these well-pointed 
sequences is matched by excellent 
pictorial design and color. But the 
overall aim of . . . Not Only Alu- 
minum is rifle-straight to its target 
audience: the purchasing agent. 

Requests for this film should be 
made to Alcoa’s Motion Picture 
Department, Room 1501, Alcoa 
Building, Pittsburgh, Pa. a 


Below: “so the man who sets out to make a 
see beyond... 
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SALES PROMOTION FILMS 


Drama of Light 
—from Superior Electric 


Sponsor: Superior Electric Com- 
pany. 

TITLE: Light—As You Like It, 
24 min., color, produced by 
Transfilm. 


ve This good color film presents 
new ideas in home lighting, show- 
ing the latest in styles and devices 
for personal comfort and decora- 
tive beauty. Using the principles of 
stage lighting as its theme, Light— 
As You Like It shows how the- 
atrical lighting principles can be 
applied to change forms, create 
moods and atmosphere and to give 


Above: good modern lighting tech- 
niques make a dramatic effect in 
this living room scene. 


life to stark shapes within the 
room. 

There is a pictorial resume of 
theatre lighting from the past to 
the present day. The interpreta- 
tive suggestions of a drama pro- 
fessor carry the stage theme into 
a student’s home. There, the light- 
ing tricks of the stage appear to 
have succeeded in many ways. 
Controlled lighting dramatizes 
sculpture and art; covelighting ac- 
centuates a fireplace. 

Lighting alone changes the 
mood of a party in the family room 
from a high-keyed, brisk setting 
for table tennis to a romantic at- 
mosphere for dancing. A_ brief, 
closing “how-to-install” scene on 
Luxtrol Light Control equipment is 
available to technically-minded 
audiences. 

Prints are being made available 
by the sponsor for private or pub- 
lic showings on free loan or they 
may be purchased outright by elec- 
tric utility companies throughout 
the country. 


Where to Get Picture 
Write the Superior Electric 
Company, Department BS-4, Bris- 
tol, Conn. for free loan of the film 
or call company sales offices in 


major U.S. cities. 
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CASE HISTORIES OF CURRENT SPONSORED FILM PROGRAMS 


Auto Racing: Tire Research Tool 


“Cirele of Confidence” Shows Major Events of °58 


Sponsor: Firestone Tire and Rub- 
ber Company. 

T:TLeE: Circle of Confidence, 28 
min., color, produced by Willard 
Pictures, Inc. 


vy From the beginning of auto rac- 
ing Firestone has always believed 
that lessons learned in competition 
on the track were the very best 
means of checking and developing 
tire research for all purposes. The 
company has done so much for 
racing, supplying special treads for 
special needs, and constantly im- 
proving racing tires, that today 
fully 90% of all race tires carry 
the Firestone insignia. 

Because of its pre-eminence in 
the field, audiences of many kinds 
have come to depend on Firestone 
for information on racing, which 
the company has been glad to sup- 
ply from time to time with films 
on such specific races as Indian- 
apolis, Pikes Peak, Daytona and 
Monza. 

Because these films have been 
so highly popular, last year it was 
decided to make a compendium of 
all major racing events in order to 
give an overall picture of auto rac- 
ing and its value to tire research 
and development. 

Circle of Confidence shows five 
major events of the 1958 season, 
each covered in meticulous detail. 
Over 200,000 ft. of 16mm color 
film, and 40,000 ft. of 35mm color 
negative were used. 

The film shows how research in 
the laboratories and on the track 
complement each other. While a 


thoroughly “researched” tire may 
pass all specifications, only the ex- 
aggeration of all the hazards of 
normal driving—which is racing— 
can prove the tire completely fit 
for highway use. 

Each race provides different 
problems for tires: at Sebring’s 12- 
Hour Grand Prix for sports cars the 
demand is for maximum traction 
for quick acceleration but minimum 
wear to reduce pit stop time; on 
the hot Darlington, S.C. oval, re- 
sistance to heat assumes great im- 
portance; at Pikes Peak it is trac- 
tion—and, it is interesting to note 
— most cars on the Colorado 
mountain-climb use stock Fire- 
stone Town and Country tires— 
available everywhere. 

Much of the footage in the film 
shows the use of new camera tech- 
niques — shots made from spe- 
cially rigged cameras on cowlings 
and the rear-ends of cars in actual 
competition. Other shots have the 


Above: Pat O’Connor, sprint cham- 
pion and test driver flashes around 
high-banked track at Monza, Italy 
in “Circle of Confidence.” 


Above: they’re off at Indianapolis as cars begin 200-lap grind for honors 
in Decoration Day classic. Scene in Firestone’s “Circle of Confidence.” 
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candid-look that comes from hard- 
to-get on-the-spot camera work 
along the right-of-way, curves and 
from helicopters. 

373 prints of the Circle of Con- 
fidence have gone into circulation 
—as fast as the lab could turn 
them out to meet a whopping de- 
mand. Versions in French, Span- 


ish and Portuguese are also being 
prepared. 

Distribution of the film is being 
handled by Association Films, 
which also is presenting such other 
Firestone racing films as: The 
Fabulous 500, The Monza Chal- 
lenge, and Pacemakers and Cham- 
pions. 


Good Salvage Cuts Fire Losses 


Underwriters’ Film Points Up Attitude, Training 


Sponsor: National Board of Fire 
Underwriters. 

TiTtLe: A Tale of Two Towns, 20 
min., color, produced by Audio 
Productions, Inc. 

ve How can you tell the difference 
between a good fire department 
and a better one? Watch how they 
work on salvage. The first respon- 
sibility of fire fighters is to save 
life, and to put out the fire, of 
course. After that, to minimize the 
destruction of property, as much 
as possible. But it is here that some 
fire departments have not made as 
much progress as in other cities 
where salvage activities are stressed 
and firemen carefully trained. 

A Tale of Two Towns illustrates 
the attitudes of the two fire de- 
partments toward fire salvage, and 
shows how a salvage-minded de- 
partment earns for itself the re- 
spect and support of the citizens 
it serves. Yet, as the film shows, 
fire departments can conduct sal- 
vage work efficiently without addi- 
tional manpower and equipment 
requirements. 

Some common sense rules for 
good fire salvage procedure: 

... During forcible entry do not 
cause more damage than absolute- 
ly necessary. 

...Aim waterstreams directly 


at the fire. This eliminates exces- 
sive use of water with the result- 
ing excessive damage. 

..- Smoke and fumes should be 
removed as quickly as possible. 

... Use salvage covers to pro- 
tect furniture, merchandise, etc., 
against water and other damage. 

... Remove water with the help 
of chutes and through holes drilled 
in the floor. 

... Business records and per- 
sonal objects, although damaged 
and charred, should be preserved 
with great care. 

A Tale of Two Towns was pro- 
duced with the cooperation of the 
fire departments of New Haven, 
Conn., and White Plains, N.Y.— 
both examples of the very best in 
fire departments. The fires in the 
film are real scorchers—especially 
constructed and set off in some 
condemned buildings in New 
Haven. Once, such was the heat of 
the blaze, the film crew had to 
duck out momentarily and leave 
the cameras running. 

In addition to distribution of the 
film by NBFU through its affiliates, 
Audio Productions is offering it 
(either in b/w or color) to indus- 
trial concerns for use as an in- 
plant training tool, or, for presen- 
tation to local fire departments. J 
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This modern chemical plant uses natural gas. A scene from the motion 
picture “Impact” recently produced for Panhandle Eastern Pipe Line Co. 


Natural Gas Reports to America 


Pipelines Spanning the Continent, Gas Has Become 
the Nation’s Sixth Largest Industry In a Decade 


Sponsor: Panhandle Eastern Pipe 
Line Company. 

TitLe: Impact, 26¥2 min., color, 
produced by Farrell and Gage 
Films, Inc. Distributed by Mod- 
ern Talking Picture Service, Inc. 


A 


y This picture is different from 
some other natural gas (and petro- 
leum) films in that it is much 
more about the industry and its 
economic impact on the nation, 
rather than about one company. 

Panhandle Eastern Pipe Line, 
which is both a producer and a 
transporter of natural gas, wants 
the public to know just what goes 
on in this big new industry. New, 
it certainly is; hardly more than a 
decade ago natural gas was only 
an important industry in its pro- 
ducing area. Now—through pipe- 
lines—its usefulness spans the con- 
tinent. 

Through excellent pictorial pho- 
tography and animation, the film 
shows how gas wells are discov- 
ered—a gigantic gamble, and the 
gas “scrubbed” of impurities and 
transported — 560,000 miles of 
pipeline, a major industry in itself. 
‘Natural gas now heats more 


homes than coal or oil, but perhaps 


its greater impact has been in sup- | 


plying raw material for countless 
new industries. Today, natural gas 
provides synthetic alcohol for sol- 
vents, ethyl chloride for high- 
octane gasoline, butane for rubber, 
ammonium nitrate for fertilizer, 
polymers, plasticizers and poly- 
esters for the chemical industries 


Costly drilling operations must go 
on as the gas industry seeks to fill 
ever-increasing demand. 


—over 25,000 different industrial 
uses for natural gas. In fact, it is 
now the sixth largest industry in 
America, employing millions of 
skilled workers, and producing 
twice as many tons of gas as the 
whole steel industry produces tons 
of steel. 

Impact comes to this important 
point: the 8,000 terrifically com- 
petitive gas producers now supply 
their product for only 4% of what 
the ultimate customer pays for it. 
In fact, if the producers furnished 
their gas free to the utility, the 
average customer’s bill would be 
almost the same. ig 


THIS TOPICAL FILM HAS SPECIAL MEANING TO BUSINESS 


The New Look in World Markets 


New York’s National City Bank Sponsors a Fortune 
Film on Implications of the Economic Boom Abroad 


ID-AMERICA IS LOOKING Out- 
M ward toward Europe, across 
the lakes of its “Eighth Sea,” as 
the formal opening of the St. Law- 
rence Seaway made headlines this 
past month. Revitalized West Ger- 
many and Japan have become for- 
midable competitors in the re- 
newed struggle for world trade. 
The Soviet Union threatens eco- 
nomic reprisal in world markets. 

These are brief, inconclusive 
glimpses of the big story of inter- 
national trade. Its astonishing post- 
war build-up and the reasons be- 
hind that growth (and its effect 
on the peoples of the world) is 
the subject of a useful new 31- 
minute motion picture, The Big 
Change in World Markets. 


Adapted from Fortune’s Pages 

The First National City Bank of 
New York is the sponsor of this 
color visualization based on edi- 
torial material from FORTUNE 
Magazine. Presented by Fortune 
Films, it was produced by Trans- 
film. 

The opening six minutes of car- 
toon animation explain man’s ef- 
forts to improve his productivity. 
This sequence points out that his 
rise in productivity created a bet- 
ter customer with a larger market 
potential for both industrial and 
consumer goods. 


Automobiles Abroad Tripled 

The Big Change shows the ef- 
fects of the world-wide economic 
boom now under way. In the last 
decade, for example, automobiles 
on the road (excluding the U.S.) 
have tripled. Steel production and 
telephones in use have doubled. 
Crude oil production is up 150% 
and world trade has increased 
80%. It attributes much of this 
boom to European recovery. 

The brilliant planning, foreign 
aid and Spartan operations which 


Above: animated sequence depicts 
Europe's remarkable comeback ... 


helped put Europe back on her 
feet within a few years after the 
war eventually left European 
families with money to spend after 
necessities. This discretionary buy- 
ing power created a mass market 
in Europe, opening the doors for 
products from the rest of the 
world. Europe, the film points out, 
must now import 20% of what 
she consumes and a rise in her 
standard of living is a boost for 
all other economies of the world. 


Scenes Filmed in 35 Lands 

Scenes were filmed in more than 
35 countries in every hemisphere 
to amass the total of 125,000 feet 
of film (more than 58 viewing 
hours) for the live-action portion 
of this picture. A select 900 feet 
were finally used to report the es- 
sence of the Big Change. 

Women of Ghana, the new 
African republic, are seen carrying 
their bundles atop their heads in 


These African ladies find new joy 
in that modern marvel, the sewing 
machine. Sales are booming there. 


the age-old way—but the women 
of Africa also bought $20 million 
worth of sewing machines in a 
single year. Shown also is the rise 
of installment buying, once con- 
demned as economic heresy, and 
now flourishing all over Europe. 
New retail stores and supermar- 
kets, the latter rising at the rate 
of 60 per month in Germany 
alone, typify other dramatic 
changes in European marketing. 


India’s Major Food Problem 

More than 80,000 men are at 
work in the Tata steel mills of 
India while others work to im- 
prove millions of acres of land to 
overcome India’s greatest problem: 
her food supply, already up 15% 
in five years. Health and education 
are cited as big problems through- 
out the world but these also are be- 
ing overcome. Shown are health 
clinics of Malaya which have 
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helped cut its death rate in half 
within the decade. 

In the Philippines, ten univer- 
sities are no longer enough. 

While camels still cover the 
trade routes across ancient deserts, 
their shuffling steps are in the 
shadows of overhead air transport 


Above: Indian driver of new farm 
machine helps produce more food. 


planes which carry tons of cargo. 
In Brazil, they're tackling the 
transportation problem by plan- 
ning a $142 million railroad. In 
Venezuela, $350 million is spent 
each year on roads and other pub- 
lic improvements. 

The film concludes that the vast 
potential of a single world market 
will help assure rising living stand- 
ards for all peoples and offers the 
best hope of world peace. The Big 
Change in World Markets is avail- 
able on free loan from the Film 
Section, Public Relations Depart- 
ment, The First National City 
Bank of New York, 55 Wall 
Street, New York 15, N. Y. Uae 


Telephone Science 


New A T & T School Film 
Shows How Phones Work 


Sponsor: American Telephone & 
Telegraph Company. 

TITLE: Your Voice and the Tele- 
phone, 7 min., color, produced 
by Audio Productions, Inc. 


One of the most popular Bell 
System films in recent years has 
been Sounds Familiar, a general 
public information subject which 
describes how the telephone instru- 
ment works—tells why the voices 
of such stars as Charlie McCarthy, 
Arlene Francis and Red Barber 
sound familiar and lifelike on the 
telephone. 

For school use, the telephone 
company has had Sounds Familiar 
revised. Now, as Your Voice and 
the Telephone, it is perfectly tail- 
ored to serve as a curriculum film 
in general science for schools. Ani- 
mation sequences detail the opera- 
tion of transmitter and receiver 
and show how they produce and 
receive sound waves. yy 
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How to Meet Price Competition 


Better Selling and Service Can Beat Lower Prices 
Say Successful Dealers in Good Filmed Interviews 


Sponsor: National Carbon Com- 
pany, Division of Union Carbide 
Corporation. 


TITLE: Assignment: Anti-Freeze 
Sales, 20 min., b/w, produced 
by Klaeger Film Productions, 
Inc., through Wm. Esty Co. 


yy National Carbon Company has 
for years promoted “Prestone” 
Brand Anti-Freeze through service 
stations, garages and car dealers 
and has fair traded the price in all 
states with Fair Trade status. At 
the same time the company has 
recognized that anti-freeze can be 
purchased from non-service type 
dealers at low prices. 

To present to service dealers the 
facts of life in regard to the sale 
of anti-freeze, National Carbon 
decided to produce a country-wide 
filmed report on what some deal- 
ers were doing to combat the dis- 
counters and to continue to make a 
fair dollar on “Prestone” anti- 
freeze. 


Living With the Discounters 


The film’s theme is that discount 
houses are a fact of life, and serv- 
ice station operators will just have 
to live with them. For help in ob- 
taining the facts at the dealer level 
the company turned to Victor Pos- 
tillion, Executive Secretary of the 
Gasoline Retailers Association of 
Metropolitan Chicago. 

Postillion, a gas dealer’s gas 
dealer for many years, is admir- 
ably equipped for talking to serv- 
ice station people in their own 
language. He agreed to travel a 
route from Portland, Oregon, to 
New York interviewing dealers be- 
fore the camera. 

“One thing I advise you to do,” 
said Postillion, “is to show actual 
service stations and record actual 
dealer comments.” 

The film shows how dealers are 
selling “Prestone” under any and 
all conditions. It pounds home the 
fact that anti-freeze must be prop- 
erly installed—hoses checked and 
replaced if necessary, flushing in 
spring and fall, and the installation 
thoroughly tested before the cus- 
tomer drives off. 


Tight Schedule and Problems 


The Klaeger crew—working a 
very tight schedule—had to shoot 
under every kind of weather con- 
dition. Camera angles were dif- 
ficult to set up because gasoline 
brand names had to be avoided, 
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and, in most cases there was not 
time to mask them out. But the 
films are true to life, never con- 
trived. Credit ace cameraman 
Dave Quaid for this. 

Two hundred prints are now in 
the field, playing before gasoline 
dealer associations and other serv- 
ice dealer groups all over the 
country. 


Their Ideas Increase Sales 


Assignment: Anti-Freeze Sales 
found that “Prestone” anti-freeze 
was being very successfully mer- 
chandised by such dealers as Wil- 
liam W. Rudd, of Chicago, who 
brings customers in and keeps 
them happy by a guarantee plan 
—backed by superior service. 

Robert Montgomery, of Detroit, 
uses an automatic record player 
in the fall that reminds each cus- 
tomer as he gets gas that now is 
the time for “Prestone” anti-freeze 
installation. 

William S. Johnson, of Kansas 
City, says, sure, he has to compete 
with discount houses—buys things 
there himself—‘‘anyone who 
doesn’t is either a liar or a fool.” 

But Mr. Johnson sells a lot of 
“Prestone” anti-freeze. The secret, 
according to him, is service— 
“there is a lot more to anti-freeze 
protection than just dumping the 
stuff in the radiator.” 

Charles Goforth, of Portland, 
Oregon, adopts the same methods 
as the big chain store guys. To 
sell his services he uses direct mail, 
radio and newspaper advertising 
and finds that hustling after busi- 
ness like that brings in the cus- 
tomers. 


Four Steps Toward Profits 

Vic Postillion sums up his ex- 
periences speaking to members of 
the New York Gasoline Dealers 
Association at the end of the film. 
“Prestone” anti-freeze can be mer- 
chandised profitably if (1) — the 
dealer features good over-all serv- 
ice and the customer has learned 
to trust him; (2) the dealer pro- 
motes anti-freeze installation early 
—not waiting until the first frost 
drives the customer to the nearest 
discount store in a panic; (3) pro- 
motion is aggressive, hard hitting 
and timed to the season; (4) deal- 
ers recognize that the discount 
house problem will not be resolved 
by tears or curses — they can be 
beaten only by proved selling meth- 
ods that work. Wye 


FACTS FROM THE FIELD 


Above: coast-to-coast interviews 
with station operators were con- 
ducted by Victor Postillion . . . 


Mr. Postillion gets the facts from 
Bill Johnson in Kansas City . . . 


In Portland, Ore., he interviews 
sales-maker Charles Goforth . . . 


Chicago’s William Rudd gives his 
customers anti-freeze guaranties. 


And in Detroit, Bob Montgomery 
ups his sales with recorded an- 
nouncements to remind drivers. 
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duced by MPO Television Films. 


> 


Above: scene from Coty's “French Spice” pro- 


TV COMMENDATIONS AT CANNES 


This Charmin Tissues’ commercial won honors 
for MPO-TV and Campbell-Mithun. 


“Girl in Pool”—one of two prize Zest Soap 
spots produced by Peter Elgar, N.Y. 


Below: Chesterfield’s “Song of the 
Cowboy” was produced by Filmways. 


U. S. Wins Grand Prix at Cannes 


Share Honors With European Cinema, TV Spots With 10 Awards 
at Sixth International Advertising Film Festival in France 


an INTERNATIONAL Advertising Film Fes- 
tival, held annually in Europe for the 
past six years and heretofore dominated by 
theatre screen advertising playlets in which its 
continental entrants have excelled, added tele- 
vision commercials to the awards bill-of-fare 
at the Sixth Annual event in Cannes, France 
which concluded on June 13. 

Visitors from the U. S. were few in number 
in contrast to delegations numbering into the 
hundreds from Britain, West Germany and 
France but American entries took both Grand 
Prix, two first prizes, one second prize and 
seven special commendations. The Grand Prix 
for Cinema Advertising, picked from a total 
of 442 films, went to Chevrolet Station Wagon 
produced for Campbell-Ewald Company, De- 
troit, by Lawrence-Schnitzer Productions of 
New York. 


Calo Spot Wins Television Award 

The Grand Prix for television films, picked 
from a total of 453 entries from 19 countries, 
went to a Calo Dog Food commercial produced 
by Cascade Pictures of California for Foote, 
Cone and Belding, Chicago. 

A first prize for animated films up to 30 
seconds long (television commercials) went to 
the Ford Dealers Shaggy Dog commercial 
produced by Playhouse Pictures, California, 
for J. Walter Thompson. 

First prize award for either live action or 
animated commercials longer than 60 seconds 
went to a Piel Brothers’ Hockey spot produced 
by CBS Terrytoons, New York, for Young & 
Rubicam, Inc., New York. 

Second prize among television commercials 
(for animation up to 60 seconds in length) 
went to the Anderson Soup Splitting Peas com- 
mercial produced by Goulding-Elliot-Graham 
Productions, New York for Bryan Houston 
agency, also of New York. 


Seven Win Special Commendations 

MPO Television Films, New York, won two 
special commendations. Coty’s French Spice 
commercial for BBD&O and Charmin Tissues’ 
Charmin Baby for Campbell-Mithun were the 
two winners for MPO. 

Cascade also came up with a special com- 
mendation award for Dial Soap’s Hobo Mys- 
tery, produced for Foote, Cone & Belding, 


At right: winner 

of a first prize 

for animation was 
this Playhouse 
Pictures’ Ford 
commercial created 
for J. Walter 
Thompson Company 
and Ford Dealers. 


Chicago. Robert Lawrence Productions also 
scored in the commendation group with Les- 


This Calo commercial won TV Grand Prix 


toil’s Penetrating Agent spot produced for 
Jackson Associates. 

Two Zest Soap commercials, Girl in Pool 
and Slide, produced by Peter Elgar Productions, 
New York, for Benton & Bowles, also won 
special commendations as did Chesterfield’s 
Song of the Cowboy spot produced by Film- 
ways, Inc. for McCann-Erickson and Carling’s 
Stag Beer commercial Goldfish, entered by 
Edward H. Weiss Advertising, of Chicago. 


Hard-Working Jurors See 895 Films 


An international jury of eleven men promi- 
nent in advertising within their respective 
countries viewed the total of 895 films during 
five consecutive days of projection at the eye- 
filling Palais des Festivals in Cannes. Spain, 
the Netherlands, Germany, Scandinavia, Great 
Britain, France, Switzerland, Italy, Belgium, 
the United States and South Africa were repre- 
sented on the hard-working jury. John Freese, 
head of film production at Young & Rubicam, 
Inc., was the American representative on the 
awards jury. All U.S. awards were accepted 
by Wallace A. Ross, public relations counsel, 
and lone American delegate among a total of 
over 900 who attended from 19 countries. 

Peter Taylor was Festival Director, repre- 
senting the two sponsoring groups, the Inter- 
national Screen Advertising Services and the 
International Screen Publicity Association. 
Plans for the Seventh Festival were tentatively 
set for Venice, Italy in June of 1960. It’ 
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WINNERS OF CINEMA AND TV AD FESTIVAL HONORS 


Grand Prix du Cinema 
(Theatre Screen Advertising Films) 
Film: Chevrolet Station Wagon. Producer: 
Lawrence-Schnitzer Productions, New York 
(Gerald Schnitzer). Sponsor: Chevrolet Div. 
Agency: Campbell-Ewald Company, Detroit. 
ok 
Grand Prix de la Television 
(Filmed Television Commercials ) 
Film: Tired Dog. Producer: Cascade Pictures 
of California (Tex Avery). Sponsor: Calo. 
Agency: Foote, Cone & Belding, Chicago. 
ok 
Palme D’or du Cinema 


Les Films Pierre Remont, Paris 
* 


Palme D’or de la Television 
Cineastes Associates, Paris 
ok ok 
First Prize Winners: Cinema Advertising 
Category #1: Live Action, 13-30mm 
Film: A La Douane. Producer: Les Films 
Pierre Remont (Phillipe Condroyer), Paris. 
ok 


Category +2: Live Action, 31-55mm 
Film: Fugue. Producer: Cinema de Publicite, 
Paris (Bernard Lemoine & Bernard Boussac). 

* 

Category #3: Live Action, 56-110mm 
Film: An American Visits Paris. Producer: 
Cinema et Publicite (via Arco Film Produc- 
tions). Agency: Campbell-Ewald Company. 

ck 


Category #4: Cartoon, 13-30mm 
Film: Le Boeuf. Producer: Cinema Nouveau, 
Paris. Agency: Spedic. 
ok ok 
Category +5: Cartoon, 31-55mm 
Film: Typiquement Italien. Producer: Central- 
Film S.A.; CEFI Filmproduction, Zurich. 
Agency: Adolf Wirz, Zurich. 
* * 
Category +6: Cartoon, 56-110mm 
Film: Una Vita Con Stock. Producer: Ferry 
Mayer Film Pubblicitari e Televisivi S.p. a, 
Milan (Gino Gavioli and Giulio Gingoli). 
* * * 

Category #7: Puppets & Marionettes 
Film: Dutchy Is de Baas. Producer: Joop Ge- 
esink’s Dollywood, Amerstam (Henk Klabos). 

* 

Category #8: Models & Special Effects 
Film: Sol de Andalucia. Producer: Estudios 
Moro-Movierecord, Madrid (Francisco Ma- 
cian). Agency: Publicidad Rasgo. 

* * 


Category +9: Cinemascope 
Film: The Raft. Producer: Filmlets (S.A.), 
Ltd., Johannesburg; African Film Productions 
* * 
Category 10a: Series-Live Action 
Films: Interplanetary Rocket; The Flying 
Headpiece; The Aerobyke. Producer: Screen- 
space Ltd. Produced by Andre Sarrut, Jacques 
Asseo. Agency: S. H. Benson Ltd. 


Right: Terrytoons’ winning “Hockey” spot— 
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Category 10b: Series-Animation 
Films: Le Grand Succes, Nos. 1,2,3. Producer: 
Cinema et Publicite, Paris (Pierre Grimblat). 
* * 

First Prizes: Television Commercials 
Category #11, Live Action, 7-14mm 
Film: Brooke Bond Tea Orchestra. Producer: 
Cineastes Associates, Paris. Agency: Spottis- 
woode Advertising, Ltd., London. 

* * ak 


Category #12, Live Action, 15-27mm 
Film: Swimming. Producer: Pearl & Dean 
Productions Ltd., London (Phillip Bond). 
Agency: Everetts Advertising Ltd., London. 

* 

Category #13: Animation, 7-14mm 
Film: Shaggy Dog 1. Producer: Playhouse Pic- 
tures, Hollywood (Bill Melendez, Sterling 
Sturtevant, Chris Jenkins). Agency: J. Walter 
Thompson Company. 

ok 

Category #14: Animation, 15-27mm 
Film: Eveready Radio Batteries, Trio. Pro- 
ducer: TV Cartoons Ltd., London (George 
Dunning). Agency: Greenlys, Ltd. 

* * 


Category #15: Live Action or Animation 
Film: Hockey (Piel Bros). Producer: Terry- 
toons (Div. of CBS Films); (Arthur Bartsch). 
Agency: Young & Rubicam, Inc., New York. 

* * ok 


Special Commendations: Television 
Film: French Spice (Coty). Producer: MPO 
Productions, New York. Agency: Batten, Bar- 
ton, Durstine & Osborn. 

* * 
Film: Hobo Mystery (Dial Soap). Producer: 
Cascade Pictures of California. Agency: Foote, 
Cone & Belding. 

Films: Girl in Pool; Slide (Zest Soap). Pro- 
ducer: Peter Elgar Productions, New York. 
Agency: Benton & Bowles. 

* * 
Film: Song of the Cowboy (Chesterfield). 
Producer: Filmways, Inc., New York. Agency: 
McCann-Erickson. 

* * 
Film: Charmin Baby (Charmin Tissues). Pro- 
ducer: MPO Productions, New York. Agency: 
Campbell-Mithun. 

* ok 
Film: Goldfish (Stag Beer). Producer: Ed- 


ward H. Weiss & Co., Chicago (entrant). 
* 


Film: Penetrating Agent (Lestoil). Producer: 
Robert Lawrence Productions. Agency: Jack- 
son Associates. 


The Cinema 
Grand Prix: 


Family on a 
shopping 
trip pass 
Chevrolet 
showroom in 
opening 
scene... 


Their son 
falls behind 
his parents 
to admire a 
station 
wagon thru 
the show 
window... 


The girl in 
rear of the 
car (her 
parents are 
also look- 
ing) turns 
up her nose 
at the win- 
dow shopper. 


The boy re- 
turns the 
gesture and 
calls back 
his parents 
to draw 
attention 
to the car. 


His parents 
react more 
subtly but 
mother is 
won over by 
a feature— 


...and with- 
out a word 
of dialogue 
the family 
is seen 
driving off 
in the car. 


* 


The only 
fun to see, 

fun to 


drive, fun 
to buy—the 
Chevrolet." 


— 
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Man with a plan: WCD’s Tom 
Dunphy believes in fine detail. 


WENTY YEARS AGo, Tom 

Dunphy, vice-president of 
Wondsel, Carlisle & Dunphy, Inc., 
first began working with what he 
now calls “shooting boards.” 

Studying for a master’s degree 
in dramatic arts at the University 
of Southern California, Dunphy 
and other budding screen directors 
were assigned the problem of 
breaking scripts down into sketches 
for each shot showing camera 
angle, the amount of set required 
for background and the position 
of each player. In other words, 
students were required to carefully 
“pre-direct,” “pre-design” and 
“pre-photograph” each scene. 

Proved It in Practice 

As Dunphy went on to become 
a newsreel cameraman, a writer- 
director of Naval documentary and 
training films and a leading pro- 
ducer-director of industrial films 
the technique stayed with him. It 
has proved to be just as success- 
ful in actual practice as it was in 
his academic experience. 

With the factor of economic 
layout of studio space for tele- 
vision commercials so important 
today, Dunphy, who is in charge 
of TV activities at WCD, finds that 
the technique of sketching scenes 
into shooting boards has become 
increasingly effective. He empha- 
sizes that his shooting boards are 
not art—in fact they may fre- 
quently look more like matchstick- 
figured doodles, but as their prin- 
cipal purpose is to set in his own 
mind the angle, extent of coverage 
and movement within each scene, 
elaborate shooting boards are sel- 
dom necessary. On some occasions, 
where a more finished board may 
be required for an intra-agency 
conference, or client approval, 
WCD’s art department prepares 
one. 

Saves Time and Expense 

All screen directors pre-plan a 
day’s action to a greater or lesser 
extent by necessity. Dunphy be- 
lieves his shooting boards carry 
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Shooting Boards for Television 
Tom Dunphy’s Sketches Go Step Beyond Story Board 


the pre-production planning be- 
yond most mind’s-eye visualiza- 
tions. For one thing, it enables 
him to establish his actual con- 
tent with his agency commercial 
producers before moving on to the 
set. It insures that all concerned 
will agree on objectives in confer- 
ence with considerably less ex- 
pensive time consumed than on 
the set with a full crew standing 
by. Thus it is a motion picture 
production tool permitting all par- 
ties concerned to work out the 
problems involved using explicit 
motion picture semantics so that 
everyone concerned knows exactly 
what is going to be seen on the 
screen in the finished product. 

It might be said—doesn’t the 
agency's story board do this? No, 
it does not. With few exceptions, 


story boards are head-on visualiza- 
tions, not indicative of final cam- 
era angles or the mechanics of 
player movement. While agency 
art directors are now much more 
facile and cognizant of film tech- 
niques, the head-on story board 
will probably be around for many 
years to come. 


Helpful to Set Designers 


Tom Dunphy has found shoot- 
ing boards can be most helpful to 
the plans of scenic designers, not 
only as assisting in composition, 
but as a must in planning for ac- 
tion. For instance, Dunphy fre- 
quently likes low angles for dra- 
matic emphasis. Shooting up, he 
needs ceilings, which some de- 
signers are often ready to omit. 
Working out these elements in ad- 


Below: This Dunphy-created “shooting board” gives production details 


for a recent Jergens’ spot “Hands on Keyboard” produced by WCD. 
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vance saves many hours of head- 
aches on the day of shooting. And 
with exact angles indicated, some 
parts of the sets may be left un- 
dressed, often resulting in con- 
siderable saving in construction 
costs. 

Dunphy’s shooting boards are, 
of course, not always immediately 
acceptable. Some ideas, camera 
movements and angles will be re- 
jected by the agency producer for 
very good reasons, but the bene- 
fit of the thinking about it and 
the careful pre-production plan- 
ning is still there. Tom Dunphy 
believes that if a director merely 
takes an agency story board, prac- 
tically as-is, and shoots it that way, 
he is just regurgitating something 
that often wasn’t right in the first 
place and adds nothing to the pro- 
duction value of the commercial. 


An Asset in Pre-Production 


This technique of blocking out 
and breaking down is the screen 
director’s homework. All good di- 
rectors do it. The shooting board’s 
great value is to formalize and ef- 
fectively spell out the production 
mechanics in advance so that all 
concerned can share and cooperate 
in the director’s thinking. Dunphy’s 
shooting boards have become so 
useful in pre-production confer- 
ences that some agencies now de- 
liver a written script only, rely on 
the WCD shooting board for exact 
delineation of what will finally ap- 
pear on the screen. 

An interesting point can be in- 
troduced here: how important to 
its success is the director of a TV 
spot? Is it just a case of pointing 
a camera at good-looking players 
on a story board set and nudging 
them into mouthing their lines 
without mumbling? 

Spot Director a Craftsman 

Tom Dunphy says that in his 
experience—and it is a wide one 
—-the TV spot director has a more 
difficult job, must be a_ better 
craftsman than his dramatic coun- 
terpart. He must continually use 
vignettes to create mood and tell 
a story; he must take an advertis- 
ing message of little intrinsic audi- 
ence interest and punch it up to 
become interesting. Where a dra- 
matic director may ramble for 
minutes to establish a point, the 
TV spot director must create a 
logical beginning, middle and close 
in but 58 seconds, yet focus at- 
tention on the important advertis- 
ing elements of each scene. This 
takes extraordinary skill. 

Some story boards will contain 
from 10 up to 32 scenes that must 
be woven into one minute. Yet, 
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the spot director is bound by the 
same rules of continuity as the 
dramatic director—players must 
enter a scene and leave it grace- 
fully and logically. The director 
must understand all the short cuts 
to quicken the pace; he must be a 
man with a very big bag of tricks. 

TV commercial directors must 
have a complete knowledge of 
costs. As each spot is so carefully 
budgeted, the director has to be 
able to add some contribution to 
the story board without disturbing 
the cost structure already set up. 
He must know many ways to ac- 
complish a given effect, and he 
must be able to champion the one 
to fit the budget and make the 
client happy. 


Knowing Helps Teamwork 

One attribute of the director 
that is sometimes overlooked is the 
ability to get along with people on 
the set. Day after day he will find 
himself working with a strange 
crew. Though most often with a 
preferred cameraman, other tech- 
nicians are usually on for one day 
only under union spread-the-work 
conditions. If the director is able 
to convey his wishes, to make these 
men pitch in willingly as a team, 
he will go very far in delivering an 
economical and efficient commer- 
cial to his client. 

Tom Dunphy feels strongly that 
shooting boards help him produce 
better quality commercials that 
more effectively satisfy the needs 
of the client. a7 


Keeping the Family Boat 
Shipshape for Pleasure 


Sponsor: Behr-Manning Company 
TITLE: Cast Off For Family Fun, 
13. min, color, produced by 

Hartley Productions, Inc. 
vy The theme of this film is family 
pleasure derived from boating. Fun 
on the water is partly the result of 
having a boat in good condition 
and the underlying message of the 
film is how to keep a boat in good 
condition. 

Proper preparation of hull and 
decks for painting is of the utmost 
importance, so the choice of sand- 
papers and sanding tools is fea- 
tured. Behr-Manning (Troy, N.Y.) 
is one of the world’s largest manu- 
facturers of coated abrasives. 

At the Trojan Boat Works the 
film shows how the professional 
sands and paints a boat. Also, how 
the proper grade of masking tape 
assures a finer paint job. The ama- 
teur learns how to do a profes- 
sional job in refinishing an older 
boat. 
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UTOMATED VISUAL SELLING is 
bringing “outstanding results” 
at a new super shoe store of the 
Foot-so-Port Shoe Company in 
downtown Chicago where sight/ 
sound equipment is being used for 
both window and store display as 
well as making a direct product 
pitch to waiting customers. 
Projection program inaugurated 
in Chicago “is now scheduled for 
all 150 Foot-so-Port Shoe Stores 
throughout the country,” accord- 
ing to company president G. E. 
Musebeck. Although the Ocono- 
mowoc, Wisconsin manufacturer- 
retailer firm has maintained stores 
in Chicago for over 25 years, Mr. 
Musebeck notes: 


Credit Visuals With Sales 


“At this new location, results 
have been outstanding and we give 
great credit to the three-fold adap- 
tation of Pictur-Vision automation 
in our selling effort. The sequence 
of visual and audio-visual applica- 
tions used in this (Chicago) store 
has proved to be most effective in 
bringing new customers into the 
store, in familiarizing them with 
our product—inside and out—and 
pre-selling customers as they wait 
to be fitted.” 

Taking a cue from its customer 
promotion, Foot-so-Port has car- 
ried its sight/sound media into the 
company’s national sales program. 
Each of the firm’s salesmen, call- 
ing on the stores, is equipped with 
a PRC filmstrip projector, table- 
model translucent screen and a 
PRC tape repeater. 


Dealers See 10 Slidefilms 


On weekends, throughout their 
respective territories, these men 
conduct dealer training sessions 
with the aid of ten sound slidefilm 
programs, each of them of about 
20 minutes’ duration. Shoe con- 
struction, fitting, anatomy of the 
foot, operating methods, custom 
shoe casting are all typical sub- 
jects covered by automated sales 
training. 

Details of the Chicago store set- 
up show how both visual and 
audio-visual equipment can play a 
key role in attracting window shop- 
pers and help clerks by pre-selling 
to waiting prospects in the shop. 
Helping to catch the attention of 
walking traffic (and designed to 
get interest in displayed merchan- 
dise) is a specially-designed pro- 
jection cabinet, enclosing a 10 x 
15” translucent screen. The cabi- 
net, which its maker calls the 
“Picturescope,” was designed for 
window projection during daylight 
hours, enclosing entire projection 
area from lens to screen, shutting 
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Above: both front windows of Foot-so-Port’s modern Chicago store fea- 
ture continuous slide projectors (1) and (2). In background, within store 
(3) is larger continuous slide projector presenting product pointers. 


Sight /Sound for Retail Selling 


Chicago “Super Store” Visualizes Ideas Into Sales 


out light rays to induce a bright 
image on the screen. 

Within the store, backing up 
the window showing, is another 
silent automatic slide presentation. 
A model 75 “Pictur-Vision” pro- 
jector helps tie the outside display 
with overhead showings of similar 
scenes at the rear of the store. This 
equipment has a 20 x 30” screen. 

The third phase of this auto- 
mated retail store program turns 
to both sight and sound for the 
edification of waiting customers. 
Comfortably seated opposite a 
handsome projector cabinet of 
light walnut finish (with gold mask 
framing the screen), the customer 
is welcomed by a sales clerk. 

The salesman picks up the re- 
ceiver of a phone hand-set at the 
customer’s arm, presses a button 
and hands him the receiver, ask- 


ing “Wouldn't you like to look at 
and listen to the Foot-so-Port 
story?” Pressing the button acti- 
vates a synchronized slide-sound 
presentation. 

What the customer sees and 
hears is an interesting, clear and 
concise product pitch that takes a 
little over two minutes and auto- 
matically shuts off at its conclu- 
sion. The company calls it “a 
dramatic and appealing medium.” 

President Musebeck puts a good 
deal of confidence behind the twin 
customer-salesman programs. He 
sums it up this way: 

“We are in an era of automation 
in production and our selling meth- 
ods must keep pace. Results are 
what count and our experience 
thus far has proven the value of 
automation in selling through au- 
dio-visual equipment.” 


Below: inside new Chicago “super shoe store” both types of projection 
units are shown. In foreground (5) is Model 1655-C cabinet projector 
and below (6) a PRC tape repeater. Customer activates showing from 
comfortable chair opposite, using desk phone (7). Overhead projector (8). 
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Credit Union International 


Premieres Anniversary Film 


wy The growth of the nationwide 
credit union system and the story 
of the legal antecedents which 
made it possible within the vari- 
ous states is dramatically portrayed 
in A Picture of Unity, premiered 
on May 7 at the 50th anniversary 
convention of the Credit Union 
International in Boston. 

The struggle for permissive 
legislation, in which such men as 
Edward Filene, Boston merchant 
and philanthropist and Roy F. 
Bergengren played leading roles, 
is told in the half-hour picture. 


Chet Huntley narrates story of | 
Credit Union's amazing growth . . . 


This campaign is developed in its 
historical chronology: the roaring 
20's; the depression and recovery 
phases of the 30's; and through 
the two world wars. 

Personalities of this period, 
from movie idols to presidents, 
play their part in the film. Men 
and women from all over the world 
and in many walks of life are seen 
as they unite into credit union 
groups to solve their personal 
financial problems. 

Footage for A Picture of Unity 
came from the files of the Credit 
Union and Fenton McHugh Pro- 
ductions, Inc., the producer, re- 
searched stock libraries across the 
country. In keeping with its docu- 
mentary character, an outstanding 
news personality was selected to 
narrate the film. Chet Huntley did 
the narration at the Chicago stu- 
dios of McHugh Productions. 


* * 


Review of Production Services 
vw The Annual Review of Produc- 
tion Services will be a fall market- 
ing feature of BUSINESS SCREEN. 
The guide to services and equip- 
ment for film production. Wa 


Wonderful World of Wild Life 


Nature Pictorialist Captures the Beauty and Color 
of New Mexico’s Vacationland in a Memorable Film 


Sponsor: New Mexico Depart- 
ment of Game and Fish. 
TitLe: Wildlife World, 29 min., 
color, photographed by E. P. 
Haddon and produced through the 
facilities of Ideas Illustrated, Inc. 


vr Audiences of all ages and es- 
pecially the millions of members 
of sportsmen’s clubs will find Wild- 
life World an eye-filling, pictorially 
delightful new screen experience. 
One of America’s top-flight photog- 
raphers of wildlife, E. P. Haddon, 
has captured the true beauty of 
his native state’s wilderness and 
its inhabitants in color and com- 
position that ranks this picture 
with the finest of its kind. 


Rare Splendor of Outdoors 


New Mexico’s crystal lakes 
shimmer like jewels in craggy 
mountain settings as the eye of a 
concealed camera records the flash 
of wily rainbow trout; patient 
stalking captures memorable scenes 
of Sonoran fantail deer, bighorn 
sheep, elk and mountain lions. 
Elusive water fowl and rare quail 
compete for stardom with trout 
and plentiful panfish. 

Captured in misty splendor are 
lofty mountain peaks and lush 
forests and meadows, the living 
color of desert plains and spar- 
kling currents of mountain streams 


Barbary sheep have been im- 


| ported to New Mexico’s mountains. 


Merganser ducks glide through 
submerged cottonwood grove . . 


. all part of the 2314 million 
acres of New Mexico’s vacation- 
land. There are 2,715 miles of 
trout streams and 11,675 acres of 
well-stocked trout lakes. 


Scenes to be Remembered 


Among the most thrilling of Mr. 
Haddon’s sequences is a shot of 
waterfowl on the wing against a 
background of New Mexico sky 
and mountains. Wildlife portrait- 
ure is at its best when a buck mule 
deer is snapped craning his neck 
to locate the hidden cameraman. 

Prints of Wildlife World are 
available to qualified groups in 
New Mexico on free loan from the 
office of Fred O. Patton, Chief, 
Information and Education, New 
Mexico State Department of Game 
& Fish, Santa Fe. Out-of-state in- 
quiries are directed to the State’s 
Tourist Bureau in Santa Fe. Fred 
Phelps is Director of the Bureau. 


Edited by Ideas Illustrated 


Ideas Illustrated, recently spe- 
cializing in outdoor films, handled 
editing and production of Wildlife 
World. Its president and executive 
producer, Irvin Gans, served as 
associate producer. Descriptive 
narration, strongly sustaining the 
pictorial beauty of this picture, 
was skillfully written by Robert 
Arch Green, with a long list of 


Summer’s the season when New 
Mexico’s mule deer grow antlers. 


Dusky grouse in repose in one of 
film’s artfully dramatic scenes. 


Western credits in both films and 
television. 

Another New Mexico Game and 
Fish picture is currently in pro- 
duction at the same studio. This is 
a film on the complete life cycle 
of the trout and includes a 5-min- 
ute underwater sequence from the 
trout’s eye view. Also in produc- 
tion at Ideas Illustrated, Inc. is a 
filmed story of the Rio Grande 
River and Forest Fantasy, a 20- 
minute color subject being pro- 
duced for theatrical release on New 
Mexico’s Indian silver crafts- 


men. 
* * 


Millions of Americans Are 
Active Participants in Sports 
vy Ever wondered how many 
Americans are involved in the 
various recreational and sports 
pursuits? Thanks to our good 
friends at The Athletic Institute, 
here are the latest poll figures on 
participants: 

Boating. .37 million persons 

Fishing .2514 million persons 

Bowling. .22 million persons 

Hunting. .18 million persons 

Among the active games, basket- 
ball easily leads the field with 11,- 
275,000 participants and baseball 
with 7,925,000 players is closely 
followed by softball with 7,840,- 
000 in the field. Tennis, with 6,- 
714,000 on the courts is more 
than a million ahead of golf which 
has 5,400,000 who follow that 
little white ball from green to 
green. 

The Institute’s figures are forti- 
fied by estimates received from the 
American Bowling Congress, 
Amateur Softball Association, U.S. 
Bureau of Sport Fisheries and 
Wildlife, Sport Fishing Institute, 
National Association of State High 
School Athletic Assns., National 
Collegiate Athletic Association, 
Outboard Boating Club of Ameri- 
ca, National Association of En- 
gine & Boat Mfrs., Little League, 
Inc., American Amateur Baseball 
Congress, and the National Golf 
Foundation. 

* 


Golf Fans See Canadian Open 
Championship on the Screen 
vr Both Canadian and American 
golf and service clubs are attend- 
ing the 1958 Canadian Open Golf 
Championship—on film. A new 
motion picture, Fight for Fame, is 
being made available on free loan 
via Seagram Distillers, Inc., Chrys- 
ler Bldg., New York City. Picture 
was lensed by Crawley Films, Ltd. 
25-minute subject was the first 
Canadian motion picture to be shot 
on new Commercial Ektachrome. 
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For quality production more and more of the 
quality accounts are entrusted to MPOQ’s care 


. » . and below is a list of companies whose motion pictures* 


are currently being produced by MPO: 


AMERICAN AIRLINES, INC. 
AMERICAN INSTITUTE OF CPA’S 
ASSOCIATION OF PACIFIC FISHERIES 
BURLINGTON INDUSTRIES, INC. 

E. I. DU PONT de NEMOURS & CO. 
FORD MOTOR COMPANY 

*20 to 30 minutes in length. 


Productions, Juc. 


in NEW YORK CITY 
15 East 53rd Street 


GENERAL MOTORS CORPORATION 
GULF OIL CORPORATION 
HAMILTON WATCH COMPANY . 
MUrray Hill 8-7830 
INTERNATIONAL BUSINESS MACHINES CORP. Pe 
UNION CARBIDE CORPORATION in HOLLYWOOD 
UNITED STATES STEEL CORPORATION 4110 Radford Avenue 


POplar 6-9579 


For detailed information regarding MPO’'s Creative staff and studio facilities, write or call 
Judd L. Pollock, 15 East 53rd St., New York 22, New York, MUrray Hill 8-7830 


NUMBER 4 © VOLUME 20 « 1959 


43 


{ 
J 
4 


SLIDE FILMS 
MOTION PICTURES 


As clear an economy 
as your telephone 


Write for our booklet, 


“How Much Should 
a Film Cost?” 


and 


ING. 
SOUND BUSINESS FILMS 


15 East Bethune Avenue 
Detroit 2, Michigan 
TR 3-0283 
131 North Ludlow Street 
Dayton 2, Ohio 
BA 3-9321 


RUSSIAN FOOTAGE 


shot to your order by professional 
crew leaving New York City July 
1 Sth. 


INSIGHT: REPORTERS, INC. 
70 E. 49th Street, New York City 


VISUAL AIDS 


MOTION 
PICTURES 


SLIDE 
FILMS 


SEYMOUR 

ZWEIBEL 

PRODUCTIONS 
Inc. 


11 EAST 44th STREET 
NEW YORK 17, N.Y. 


PLANNING AND PRESENTING THE SALES, TRAINING AND MERCHANDISING MESSAGE WITH 


Camera Eye 


A Column of Industry Events 


Pillsbury Management Film 
Backs Up the Sales Force 

A new 71!4-minute color film 
that takes Pillsbury Company gro- 
cery products salesmen through all 
phases relating to their jobs was 
shown during May sales meetings 
held in eight regional areas of the 
U.S. 

Film was created for Pillsbury’s 
Grocery Products Division by 
George Ryan Films, Inc., under 
the supervision of Wayne E. Lang- 
ston, executive vice-president. De- 
signed for internal sales training, 
its phases deal with advertising, 
public relations, marketing, re- 
search and production at Pillsbury. 
Mission is to impart to company 
salesmen the firm’s ability to stand 
behind him and its products 
through all modern techniques in 
management, production and dis- 
tribution. 


Linde’s “Gift of Kings” 
Premieres to Retail Jewelers 

The Star Sales division of the 
Linde Company, subsidiary of 
Union Carbide Corporation, will 
premiere a new 1314-minute color 
film, The Gift of Kings, in August 
at the convention of the National 
Retail Jewelers of America in New 
York. 

The new picture tells the story 
of star sapphires and star rubies 
from early history to the present, 
tracing their discovery in India 
and Burma to the invention of the 
Verneuil furnace for the making 
of synthetic corumdum. Developed 
in very recent times are the Linde 
Stars, now widely used by more 
than 200 manufacturing jewelers 
in their lines of fine jewelry for 
both men and women. 

Following the August premiere, 
prints will be made available to 
jewelers for showings to clubs, 
civic organizations and women’s 
groups. Peckham _ Productions 
created the film. La 


* 


Ralke Company Debuts New 
Audio-Visual Center in L.A. 

The growing importance of 
audio-visual services in large U.S. 
metropolitan centers gained im- 
petus this month with the occu- 
pancy by the Ralke Company, Inc. 
of its new Audio-Visual Center 
building at 849 N. Highland Ave- 
nue in Los Angeles. 

The ultra-modern 3,500 foot 


presents American Film Festival award to producer Matt Farrell. 


This IS News: Sponsor Presents Film Award to Producer 


ve Considering the rather wide- 
spread belief among the film pro- 
ducing fraternity that their efforts 
go largely unnoticed by top man- 
agement, an experience of Matt 
Farrell, president of Farrell and 
Gage Films, is somewhat unique 
in sponsor-producer relations. 

J. M. Martin, general manager 
of Hercules Powder Company’s 
explosives department and a mem- 
ber of the Board of Directors, held 
a luncheon to honor and commend 
a group of the company’s adver- 
tising department for their excel- 
lent contribution to the explosive 
department’s sales, public relations. 

Among these contributions was 
the film Blasting Vibrations, Cause 
and Effect which recently won a 
Blue Ribbon Award at the 1959 
American Film Festival held in 
New York, and produced by Far- 
rel and Gage Films, Inc. 

Attending were all top manage- 


structure provides larger display 
area for a-v equipment and ac- 
cessories, houses a demonstration 
room with special acoustical treat- 
ment for tape and film reproduc- 
tion. A retail store is also main- 
tained. 

The Ralke Company and its 
president, William C. Ralke, has 
gained international prominence 


ment personnel of the advertising 
department, as well as the Hercu- 
les’ executive committee which in- 
cludes the president, chairman of 
the Board, and three vice presi- 
dents. Farrell was the only non- 
member of the company who was 
invited to participate. 

Mr. Martin made a brief speech 
of commendation, directing his 
comments to Montgomery R. 
Budd, director of advertising. Mr. 
Budd presented several awards to 
various members of his depart- 
ment, including several “oscars” 
from the American Film Festival. 
These “oscars” were presented to 
the members of the advertising de- 
partment who contributed to the 
excellence of the film . . . so Matt 
Farrell found himself in the unique 
position of receiving his “oscar” 
directly from the sponsor of the 
award-winning film. What could 
be more gratifying? ag 


for its engineering and audio-visual 
installations at Disneyland and for 
the audio-visual setup used in the 
Circarama exhibit at the Brussels 
World Fair. Viewed by more than 
4 million persons, Circarama was 
a popular attraction of the U.S. 
exhibit in Brussels and is being 
utilized this summer at the United 
States exhibition in Moscow. 


Better service to industry: the new Ralke Audio-Visual Center. 
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16mm projectors 


from Walt Disney’s Studio 


When the priceless originals for Walt 
Disney's latest true-life adventure"’White 
Wilderness" came into the studio, they 
were first shown with a Kodak Pageant 
Projector. 


As soon as original 16mm motion pic- 
ture footage is processed, Disney projec- 
tionists screen it, using Kodak Pageant 
16mm Sound Projectors. 

They know from experience that the 
Pageant Projector will handle every 
priceless frame gently. They are sure 
that the thousands of dollars invested in 
shooting the original footage is safe. 


You and films 
Whatever you're using films for—sales 
promotion, training, public relations— 
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you can be sure of your investment with 
a Kodak Pageant 16mm Sound Projector. 
You can count on the Pageant’s fine 
mechanism to protect your film... to 
minimize any possibility of its breaking 
or scratching. This means your audience 
always gets your message at its best. 
With a Kodak Pageant Projector 
you'll get bright, sparkling pictures, 
even in rooms that can’t be completely 
darkened. You'll get clear sound that’s 
balanced because the Pageant’s speaker 
is baffled. And you'll always have a pro- 
jector that’s ready to go when you are 
because the Pageant is /ubricated for life. 


Your decision 


There are many good reasons why pro- 
fessionals pick the portable Kodak 16mm 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 
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Sound Projector. You can get a full 
demonstration of why from any nearby 
Kodak AV Dealer. Or fill in the coupon. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
Please send me complete information Pageent Jémm Sound Projectors 


and tell me where! can get a di 


| 


d there is no obligation. 


TRADE MARK 
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“Design for Fire Protection” 
Shows Bestwall Firestopper 

A new, highly-functional 15- 
minute color film beamed at ar- 
chitects, engineers and roof deck 
applicators is Design for Fire Pro- 
tection, sponsored by Bestwall 


Gypsum Company and produced 
by Photo-Arts Productions, Inc. 

Showing industrial groups its 
Firestopper 


Roof Deck compo- 


Splashing in Metro-Mix 


nents, the film illustrates the com- 
bination of Metro-Mix, steel rein- 
forcing wires and gypsum form- 
board as they form a rigid mono- 
lithic unit which can be tailored 
to meet the architect’s exacting 
requirements. 

Sub-titled Bestwall Firestopper 
Poured Gypsum Roof Decks, film 
shows Firestopper’s adaptability 
in design for use in factories, 
schools, offices and similar struc- 
tures. It is also being used in Best- 
wall’s internal sales training. 

Illustrating basic fire resistance, 
an animated sequence depicts gyp- 
sum’s ability to withstand heat up 
to 1700 for one hour. 

Film may be borrowed (by ap- 
propriate groups) from Bestwall 
Gypsum Company, 120 E. Lan- 


caster Ave., Ardmore, Pa. We 


Natural Gas—a Billion Dollar 
Boost to Canada’s Economy 

The natural gas industry's im- 
pact on Canada’s economy is in- 
terpreted by Trans-Canada Pipe 
Lines, Ltd. in a new color film, 
Natural Gas Goes East. The film 
shows some of the difficult con- 
struction problems overcome in 
the building of the 2,290-mile 
natural gas line from Alberta to 
Montreal. 

Exploration, drilling, petro- 
chemical, distribution and indus- 
trial projects totaling more than $1 
billion have been affected by the 
new line. A dramatic episode shows 
the crossing of the Winnipeg River, 
near Kenora, Ontario, where dual 
30-inch diameter pipes had to be 
buried in ditches blasted from solid 
granite along river banks, thru 
channels and on two islands. 
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The Magazines Bid for Advertising 


“Ideas for Sales” Presented by Magazine Bureau 


N THE TUG-oF-Wakr for the ad- 

vertiser’s dollar which has been 
waged for many years between the 
major media, ad agency account 
executives and company ad man- 
agers have been the principal audi- 
ence for the claims and counter- 
claims of radio, television, maga- 
zines and newspapers. 

Lately, however, it’s been recog- 
nized that another group plays a 
powerful, even if indirect, role in 
the allocation of advertising money. 
This group is made up of the sales- 
men of the major manufacturers 
who account for the bulk of ad 
expenditures. 

The approval by these salesmen 
of the way their company’s promo- 
tional money is being spent—and 
their ability to make use of their 
company’s promotion in selling— 


are now counted major factors in 
the planning of many an advertis- 
ing campaign. Accordingly, they 
are being wooed by their fellow 
salesmen on the staffs of the vari- 
ous advertising media . . . and 
films, rather than flowers, are often 
the instruments of this courtship. 


Made With Help of ANA 


A recent and notable example 
is a motion slidefilm, Jdeas for 
Sales, sponsored by the Magazine 
Advertising Bureau in cooperation 
with the Association of National 
Advertisers, and produced by 
Henry Strauss Productions of New 
York. 

Designed to assist advertising de- 
partments of major manufacturers 
explain the virtues of magazine ad- 
vertising programs to the field sales 


when your films 
are out of circulation 


... is the best time for you to have 
us remove scratches, correct 
brittleness, repair sprocket holes, 
remake dried-out splices. 


Then, thoroughly reconditioned, 
your prints will be ready for hard use 


again in the fall. 


Of course, before proceeding 
we tell you the cost...SEND 
US YOUR PRINTS NOW. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


Americans are always on the move 
—and magazines with them. 


staff, the film is devoted to two 
basic themes. First—that magazine 
advertising pays off; and, second— 
that the salesmen can use it in 
many ways as part of their own 
across-the-desk selling approach. 


Makes Some Telling Points 

While blowing a discreet, if 
forceful, horn for the magazine 
medium, this 14'4-minute semi- 
animated film also gets across some 
telling points for advertising in gen- 
eral. An interesting thesis it pro- 
pounds—that advertising is a part 
of the product which the salesman 
should try to talk up just as he 
does quality, price, consumer ap- 
peal and so on . . . because it helps 
sell the product to the eventual 
consumer just as effectively as do 
these other more conventional fea- 
tures. 

After making a graceful bow to 
the virtues of competing ad media, 
Ideas for Sales proceeds to de- 
velop the case for magazines. Eight 
out of ten national advertisers use 
magazines . . . it points out... 
and six out of ten use them exclu- 
sively . . . because magazines oper- 
ate in the same ways as does a good 
salesman. 


The Power of Suggestion 

In Ideas for Sales, the Magazine 
Advertising Bureau and Strauss 
have come up with a presentation 
that’s forceful and direct . . . and 
yet manages to suggest ideas rather 
than hammer the audience with 
them. Its success in breaking 
through the sound barrier which 
surrounds all audiences who are 
exposed to competing claims for 
various media is indicated by re- 
ports of over 500 showings all 
across the country. A number of 
large firms have obtained the film 
on permanent loan for incorpora- 
tion into their sales training pro- 
grams. 

Accompanied by a booklet of 
which more than 15,000 copies 
have been distributed, this picture 
should go on selling ideas to the 
profit of the magazine clients in 
whose interests MAB worked to 
produce this film. 
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a How Condor Films ‘“. . . We here at Condor use the Ansco 
a family of films in all our color productions. 
gets **studio quality”’ Naturally the workhorse is the unmatched 
Ansco 242. For faithful color reproduction of 
on tough location assignments delicate pastel colors in a film for a paint 
manufacturer, accurate flesh and blood tones 
for medical work, the dramatic color for stu- 
dio sequences . . . all this we sort of take for 
granted with Ansco 242. When lighting con- 
ditions get rough and impossible, Type 232 
and Super Anscochrome colors blend with the 
rest of the footage. When time is short we 
appreciate the fast processing service we re- 
ceive even though we are 300 miles from the 
Lab.” (signed) Very truly yours, Dean 
Moore, Production Manager. 


‘Zz Ansco, Binghamton, N. Y., A Division of 
3 General Aniline & Film Corporation. 
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Charles Hunt to Head Sales 
for Sound Masters, Inc., N. Y. 
ve Charles R. Hunt has been ap- 
pointed sales manager of Sound 
Masters, Inc. He will be respon- 
sible for coordinating all sales and 
promotion activities under the di- 
rection of W. French Githens, 
Chairman of the Board. Hunt will 
also serve as comptroller of Sound 
Masters, Inc. and National Educa- 


Charles R. Hunt 


tional Films, Inc., a Sound Mast- 
ers affiliate. He comes to his new 
position from Fordel Films, where 
he was sales director. 

Mr. Hunt is a certified public 
accountant and lawyer, with a 
broad background in professional 
accounting and tax law. He served 
three years in fiscal capacities 
with the U.S. Treasury and Navy 
Departments, and is a U.S. Air 
Force veteran of World War II. & 

* * 
Regan Film Productions Names 
Wm. Gillespie as Account Exec 
ve The appointment of William P. 
Gillespie as special account execu- 
tive and sales representative for 
Regan Film Productions, Inc., De- 


William P. Gillespie 


troit, has been announced by Law- 
rence M. Regan, president. 

A former contact representative 
for Wilding, Inc., Mr. Gillespie 
has an extensive background in ad- 
vertising, point-of-purchase pro- 
motion, sales promotion and ad- 
vertising. 


THE BUSINESS SCREEN EXECUTIVE 


Ross Sutherland to Midwest 
Sales Division, Wilding, Inc. 
vy A well-known figure in the field 
of sponsored films, Ross M. Su- 
therland has joined the Midwest 
Sales Division of Wilding, Inc., 
according to announcement by 
Clifford F. Weake, midwest sales 
manager. 

A former vice-president for 
sales and service of John Suther- 
land Productions and recently mid- 
west sales manager of MPO Pro- 
ductions in Detroit, Mr. Suther- 
land will locate in Chicago. His 
special assignments include firms 
in the food and petroleum products 
field and in the heavy equipment 
industry. 

From 1941-45 he was assistant 
general manager of the Navajo 


Telephone Company, Holbrook, 
Arizona, where he also operated 
his own general accounting and 
tax service. He was president of 
Holbrook Chamber of Commerce. 


Ross M. Sutherland 


Everything... 


Smart Pros rent their Equipment 
from CECO’s’' immense stocks... 


Better than new? 


Absolutely! Every item in CECO’s enormous stocks of 


cameras, lenses, lighting, generators, sound recorders, etc., are checked out 


for perfect performance before they 


re released for rental. Smart producers 


find this has distinct savings. If CECO doesn’t have it for rent—who has? 


Cameras 

16mm & 35mm—Sound (Single or Double 
System) —Silent — Hi-Speed 

Lenses 

Wide angle—Zoom—Telephoto—Anamorphic 
Sound Equipment 

Magnetic—Optical 

Grip Equipment 
Parallels—Goboes—Other Grip accessories 
Dollies 
Crab—Western—Portable—Panoram—Cranes 
*CECO Trademark of Camera Equipment CO 


Lighting 
—Reflectors—All Lighting Accessories 


Generators 
Portable—Truck Mounted 


Editing Equipment 
Moviolas—Viewers—Splicers—Rewinders 
Projection Equipment 

16mm & 35mm—Sound & Silent—Slide—Continuous 
Television 


Closed Circuit TV 


FRANK C. ZUCKER 


CQuipment 


Dept.S 


315 West 43rd St., New York 36,N.Y. @ JUdson 6-1420 


Name Armistead as Producer- 
Director of MPO Television 

vy MPO Television Films, Inc. has 
added Thomas B. Armistead as a 
staff producer-director in Holly- 
wood. Mr. Armistead, a former 
head of the J. Walter Thompson 
Co. West Coast TV Commercial 
Film Department, will report to 
Mel Dollar, MPO executive pro- 
ducer in Hollywood. 

During the past year Mr. Armi- 
stead’s activities as an independent 
TV commercial film director have 
included spots for such clients as 
Chiffon Tissue, Anacin, Eastman 
Kodak, Piels Beer, etc. 

From 1954 to 1958 he was as- 
sociated with the J. Walter Thomp- 
son Co., first as a TV film pro- 
ducer-director and director of the 


Thomas B. Armistead .. . to 
MPO-TV as producer-director 


JWT-TV Workshop in New York 
and then as head of the agency’s 
West Coast TV Commercial Film 
Department for 21% years. Here he 
was in complete charge of pro- 
duction of commercials for such 
clients as Lever Bros., Ponds, 
Kraft, Scott Paper, Sylvania, 
Schlitz, Eastman Kodak, Swift, etc. 

Mr. Armistead’s television ca- 
reer dates back to 1941 when he 
directed his first show at Don Lee 
Mutual in Hollywood. 


* * 


Sheldon Nemeyer to Depicto 
Films as Executive Producer 


ve Now an Executive Producer at 
Depicto Films Corporation, New 
York, is Sheldon Nemeyer, for- 
merly sales manager of industrial 
films at Audio Productions, Inc. 

A former Navy training films 
producer and in recent years an 
independent film-maker in Man- 
hattan, Mr. Nemeyer has had an 
extensive background in the field. 
His new post at Depicto is part 
of the company’s wholly-integrated 
operations in motion picture, slide- 
film, slide and industrial show pro- 
duction. 
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NEW 
from Ozalid 
Audio Visual... the 


PROJECTO-PRINTER 


Makes transparencies for overhead projection 
from any source material... in minutes! 


Now, with the new Ozalid Projecto-Printer 30, you can Overhead projection gives 
. you complete flexibility in 
: prepare transparencies—on the spot—without being a planning and delivering 
photographic expert. Using any original visual source ma- 
terial . . . textbooks, manuals, charts— whether opaque “blackboard” for specific 
or tracings — two-sided, or even book-bound ... you 
can get dozens of new visual effects in black and white for an assistant. 


or color. You need no darkroom—no trays—no mixing 


: 
of messy chemicals. The Projecto-Printer 30 is a simple, Ozalid, Dept. No. D-6, Division of 
i self-contained unit and the cost is low. The simple General Aniline & Film Corp. 
: process takes mere minutes. Anyone in your office can | Johasen City, New Verk | 
‘ make projectables in just a few easy steps. | _—_ Please send me your descriptive | 

] literature on the Projecto-Printer 30. | 
—_! 
Company. | 
| 
(City | 
Ozalid Division of 1 State 
General Aniline & Film Corporation 4 J 
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6000 READING 


Free references you can use 


vy Current and useful reference 
tools you can use and where to 
write for free copies: 


[} 220 Free Films for TV: illus- 
trated catalog of films available 
for free loan by television sta- 
tions. Subjects include sports, 
travel, science, health, homemak- 
ing; other films of women’s and 
youth programs. Running times 
range from 3 to 29 minutes. 
Write: Modern TV, 3 East 54th 
St., N. Y., 22; mention title. 

* * * 
[] Hew to Win Attention & In- 
fluence Audiences; 4-page folder 
on use of opaque projectors in 
meetings and classes. Write Pro- 
jection Optics, Dept. B/S, 271 
Eleventh Ave., East Orange, N.J. 

* * 

Kodak Color Processing, Print- 
ing & Duplicating Services: 8- 
page booklet telling how to order 
Kodak services for Kodachrome, 
Ektachrome and Kodacolor films. 
Details on Kodachrome movie 
processing, duplicating & Kodak 
Sonotrack Coating services. Write 
Sales Service Division, Eastman 
Kodak Co., Rochester 4, N. Y. 

* * * 


[] Reprints of factual articles, 
background on film creative 
thinking available free. Write 
Parthenon Pictures, 2625 Temple 
St., Hollywood 26. 

* * 
Improved Group Communica- 
tion: excellent treatise on history 
and recent developments by Jam- 
ison Handy, a pioneer in field. 
Available on letterhead request 
from The Jam Handy Organiza- 
tion, Inc., 2821 E. Grand Blvd., 
Detroit 11. Attn: Public Impres- 
sions Dept. BS. 

* * * 
[] Motion Picture Equipment 
Catalog: illustrated. Descriptive 
literature on the Victor Animat- 
ograph line. Address Dept. BS-7, 
Victor Division, Kalart Corpora- 
tion, Plainville, Conn. 

* * 
[} A Few Facts About Audio: 
booklet listing productions and 
descriptive data on films avail- 
able from Audio Productions, 
Inc., 630 Ninth Avenue, New 
York 36, N. Y. 

* * 
1 Directory of Sales Training 
Films: 16 pages, illustrated. De- 
scriptive details on motion pic- 
tures available from the Dartnell 
Corporation, 1801 Leland Ave., 
Chicago 40, Ill. 

* * * 
(] Reel News: issued at intervals 
through year by Wilding Picture 
Productions, Inc., 1345 Argyle 
St., Chicago 45. Letterhead re- 
quest will put you on mailing list 
for illustrated review. 


What's New in Sponsored Pictures 


The Light Touch Helps Sell 
Electric Cooking Advantages 

The light touch in films for 
public viewing sometimes delivers 
a lot more impact than a traditional 
approach. Comics Jerry Colonna 
and Tom Poston help prove the 
case in 10-minute color films titled 
Life on the Range and What's 
Cooking, newly released by the 
Appliance Division of General 
Electric via nationwide exchanges 
of Modern Talking Picture Serv- 
ice, Inc. You'll enjoy their 10- 
minute “soft-sell” on the advan- 
tages of electric cooking! La 

British-American Oil Shows 
Canada’s Arts and Crafts 

The British American Oil Com- 
pany, Ltd. has released Craftsmen 
of Canada, a 27-minute color film 


on arts and crafts. Produced by 
Crawley Films of Ottawa, new 
film traces the development of 
handcrafts from early times, ex- 
plains how various ethnic groups 
brought to Canada their native 
designs. 

Interior decor of B-A’s build- 
ings in Toronto, Vancouver and 
Montreal shows how the company 
has pioneered in use of Canadian 
crafts. The viewer is taken on a 
tour of crafts across Canada—in 
shops, exhibitions and in the work 
of individual craftsmen such as a 
potter, a weaver, a woodcarver 
and a metal sculptor. 

Free loan to Canadian groups is 
made possible through the com- 
pany’s seven film libraries in Van- 
couver, Calgary, Regina, Winni- 
peg, Toronto, Montreal and Hali- 


IS NOT ESSENTIAL... 


Nothing is more effective than 
an organized slide presentation! 


GEO. W. COLBURN LABORATORY, INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 


Colburn Custom Services... 


Integration of your original miscellaneous 
transparencies, photographs and artwork, 
into an effective, easy-to-manage presentation 


Film strips 

® Duplicate slide sets 
® Sound recording 

® Title services 
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fax and through National Film 
Board offices in Canada. Le 


Church-Home Record Library 
Uses Sales Promotion Film 

ye Religious educators and mem- 
bers of the public interested in a 
new church-home educational pro- 
gram will be the audience for mo- 
tion pictures, sound slidefilms and 
silent filmstrips being produced for 
Word Records, Inc., Waco, Texas 
by Ideas Illustrated, Dallas film 
production firm. 

Word Record distributors 
throughout the U.S. of its church- 
home program of Audio Record 
Libraries (a singing program called 
the Audio Handbook and spoken 
material, called the Audio Bible) 
will get the new filmed back- 
ground media to coordinate their 
home sales activity. me 


Above: the Long Island Rail- 
road’s visual display draws viewer 
attention in N.Y. terminal. 


The Long Island Railroad Uses 
An Effective Visual Display 

* On the occasion of its 125th 
anniversary, the Long Island Rail- 
road has installed an_ effective 
visual display adjacent to its New 
York terminal in the Pennsylvania 
Station, Manhattan. 

A 3,000-watt Genarco slide 
projector holds waiting room audi- 
ences riveted to an historic program 
made from old original documents 
tracing the history of the road. Old 
trains, stations and engines from 
the end of the 19th century are 
depicted with startling clarity, de- 
spite the high level of illumination 
in the area. 

A Klearcite translucent screen, 
fortified by the strong beam of the 
Genarco projector, handles the dif- 
ficult historical material easily. 
High contrast is achieved and 
viewer distances from 10 to 40 
feet are possible, with as many as 
60 persons watching the screen at 
one time. 4,000 lumens are de- 
livered to the 3-foot screen sur- 
face by the equipment. It 


i 


| 
. i 
wHen ‘ 
= 
q 
/ 
la x 
2 


NUMBER 4 


FOR R&D PROGRESS REPORTS and COMPANY PRESENTATION FILMS, Choose 


AURICON 16mm Cameras for Professional Results! 


ALL AURICON EQUIPMENT IS SOLD WITH 
A 30 DAY MONEY-BACK GUARANTEE. 


“CINE-VOICE IZ” 16 mm Optical Sound-On-Film Camera. 
* 100 ft. film capacity for 2% minutes of 
recording; 6-Volt DC Convertor or 115-Volt AC 
operation. + $795.00 (and up). 


““AURICON PRO-600'' 16mm Optical Sound-On-Film Camera. 
* 600 ft. film capacity for 16% minutes of 


recording. * $1871.00 (and up) with 30 day 
money-back guarantee. 


TRIPOD— Models FT-10 and FT-10S12... 
Pan-Tilt Head Professional Tripod for 


velvet-smooth action. Perfectly counter-balanced 
to prevent Camera “dumping.” $406.25 and up. 


Write for your 
free copy of 
this 74-page 
Auricon Catalog 


“MANUFACTURERS OF 


VOLUME 20 


1959 


PORTABLE POWER SUPPLY UNIT — Model PS-21....gitent 


in operation, furnishes 115-Volt AC power to drive 
“Single System” or “Double System” Auricon 
Equipment from 12 Volt Storage Battery, for 
remote “location” filming. *$269.50 


“SUPER 1200'' 16 mm Optical Sound-On-Film Camera, 


* 1200 ft, film capacity for 33 minutes of 
recording. $5667.00 (and up) complete for 


“High-Fidelity” Talking Pictures. 


FILMAGNETIC 


—Finger points to Magnetic pre-stripe 
on unexposed film for recording lip-synchronized 
magnetic sound with your picture. Can be used 


with all Auricon Cameras. ™ $870.00 (and up) 


AURICON Cameras are superb photographic instruments 
for your FILMED REPORTS... 


The new technique of filming Progress Reports, as covered by the Air Force “Table 210 Requirement,” 


for example, has revolutionized reporting on R & D Projects. The work of many months can be telescoped 
into a 20- or 30-minute filmed documentary for the benefit of key executives and military personnel 
who have limited time, but a great need to gather an over-all impression as quickly as possible. 

Major aircraft or missile manufacturers are using Auricon Professional 16mm Cameras for filming 
R&D Progress Reports in compliance with contractual obligations to the Armed Services and 
Government Agencies, under requirements such as Air Force “Table 210.” 

Presentation Films of R&D Engineering Extracts, Scientific Developments, Training Films, Company 
Facilities and Scientist and Engineer Recruitment Films are being produced with quality and 
dependability in full color or B&W, using Auricon Professional Cameras. Auricon Cameras have 
advanced features which set them apart as superb photographic instruments for precision film-making! 


AURICON 


A PRODUCT OF 


BERND T-BACH, Inc. > 
6910 Romaine Street, Hollywood 38, California 


HOllywood 2-0931 


quarantee 
All Auricon Equipment 

is sold with a 30-day SS 
Money-Back Guarantee. 
You must be satisfied! a 


BLECTRONIC-OPTICAL RECORDING EQUIPMENT SINGE 19231 
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service and production efficiency, 


News Along the Film Production Lines i 

, E U R oO P E , be L EAD I N G Wilding Forms Dearborn Div.; facilities become one department | 
> _ Centers Detroit Production for administrative purposes. % 

| ANIMATION STUDIO | % Streamlining its several Detroit The Great Lakes Division, un- > 
operations for improved customer der the direction of Dean Coffin, ; 


serves corporate clients in both 


Wilding, Inc. has announced the Michigan and Northwestern Ohio. 
formation of a new Dearborn Di- 
vision at 13534 Livernois St. in 
that city. The new division re- 
places Wilding-Henderson, Inc., 
former subsidiary which has now 
been incorporated into the parent 
company, according to H. Wil- 
liams Hanmer, president. 

A new Detroit production or- 
ganization has also been formed 
to relieve both the Dearborn Divi- 
sion and Wilding’s Great Lakes 


*K17 MAJOR INTERNATIONAL AWARDS 


INVITE ENQUIRIES FOR 


For 16mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Lysbeth House, Soho Square, London W. 1 
In U.S.A. Louis de Rochemont Associates 
380 Madison Avenue, New York, N. Y. 


; ANOTHER CAMART FIRST! John Parrott heads Dearborn Div. — ere = 
Se Divisi also located in Detroi 

CAMART ADD-A-UNIT EXTENSION PLATES | Josten 


(U.S. Pat. Pending) 


FOR MOVIOLA SERIES 20 tails in that sphere. 


Now add a third sound head to your two 
head Moviola using this easy as A-B-C 
attachment 


A. Remove the take-up arm from the sep- 
arate sound side of your Moviola. 


B. Add the extension plate, no drilling or 
tapping in your cabinet 


New Dearborn Division is 
headed by vice-president and gen- 
eral manager John Parrott and will 
help meet sales promotion and 
market development needs of all 
divisions of the Ford Motor Com- 


FOR SALE 
STUDIO EQUIPMENT 
Cine Special No. 1, “C” 


mount turret, 100 ft. maga- 
zine, tubular side finder & 


C. Replace the take-up arm and the plate | pany. case $300. Two extra 100 ft. 
talled. N d dd the third ‘ i 
pins Charles Dennis, 23 veteran magazines, $100 each. Maurer 
| of the Wilding organization, will ; 
into your amplifier and you are ready to go! | o : : ? syne motor for Special, $100. 
direct companys motion picture Matte box, filter holder, $25. 
Pro Jr. Tripod, $70. 
AND YOU CAN ADD FOURTH 
AND FIFTH SOUND HEADS 


JUST AS EASILY! MAKE ANY 
COMBINATION OF l6mm 
AND 35mm OPTICAL-MAG 
NETIC SOUND HEADS 


CAMART ADD-A-UNIT EXTEN 
SION PLATE is complete with 
extra belt guard, flange, flexi 
ble coupling assembly, sep 
arate volume controls, for 
each head, and amplifier at- 
tachments (for Moviola Series 
20 machines) . 


$325 f.0.b. N.Y. 


Separate sound heads or take-ups 
additional. Prices on request 


Maurer Camera 16mm 
Model 05 without dissolving 
shutter, including two 400 ft. 
magazines, parallax finder, 
matte box, 110 volt sync mo- 
tor, 12 volt DC motor and 
case $1,750. 


Fonda 16mm developing 
machine, negative & positive. 
Details and prices on request. 


The original CAMART ADD-A-UNIT EXTENSION PLATE is available only at the Camera Charles Dennis . . . directs Wilding cleaner. $100 


Mart, Inc., or their exclusive franchised dealers. | film production in Detroit eee 
| 


~ 
= 


| and slidefilm studios at 4925 Ca- BYRON 
| dieux Road as well as its graphic MOTION PICTURES, INC. 


arts studios at the Livernois ad- 
1226 Wisconsin Ave., Washington 7, D.C. 
dress. Under Dennis, production a 


1845 BROADWAY (at 60th St.) NEW YORK 23 - Plaza 7-6977 - Cable: Comeromort 


52 BUSINESS SCREEN MAGAZINE 


4 


| 
a 
a ig: 
| 
{ 


Peachtree Prod. Associates 
Takes Over Strickland Studio 
ve Management and control of 
Strickland Films, Inc. has been 
announced by Peachtree Produc- 
tion Associates, Inc., Atlanta, Ga., 
as a first step in an extended ex- 
pansion program. Production fa- 
cilities have been moved to the 
former Strickland studios at 220 
Pharr Road, N. E. 

President Skip Thomas and vice- 
president Philip W. Taylor have 
also announced the appointment 
of Richard R. Krepala as opera- 
tions manager and Betty L. Merritt 
as promotion and public relations 
manager. Louis C. Ingram, Jr. has 
been named sales manager and 
Norman Whitman is production 
manager. 

ok * 


Jerry Long Productions Opens 
New Jersey Studio on June 4 
ye New motion picture studio 
facilities at 509 Valley St., Maple- 
wood, New Jersey have been 
opened by Jerry Long Productions, 
Inc. 

Associated with Jerry Long, 
president of the integrated film 
production firm are Richard W. 
LaWall, vice-president and writer- 
director and Gaylord Welker, art 
director and secretary. Firm has 
sound-proofed studio with stage, 
screening room, art department 
and other facilities at its new loca- 
tion. “Open House” was held on 
June 4. 


* 


Ozzie Glover in New Studio 

vx Ozzie Glover Productions has 
moved to new quarters at 1327 
North Highland Avenue in Holly- 
wood. Phone number is HOlly- 
wood 2-6061. 


POSITION WANTED 
A/V—MOTION PICTURES 


Versatile individual desires 
more challenging position co- 
ordinating and/or producing 
communication media in pro- 
gressive organization. Broad 
experience in motion pictures 
—both budget films and other- 
wise, still photography and 
audio-visual field. Now Ass’t 
to Manager major company. 
Capable administrator. Varied 
business, college, Navy ex- 
perience. Resume. 


Write Box BS-4-A 
BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 


NUMBER 4 VOLUME 


Rugged Filmosound Specialists are 
sapphire jeweled for 400% longer life. 
Choose from 3 models and many com- 
binations of features! 


Now, for the first time, the audio 
communicates as clearly as the vis- 
ual. Bell & Howell’s Pan- Harmonic 
sound offers new clarity and richness 
for sharper communication. 


The vastly improved sound results 
from (1) a high fidelity amplifier, 
and (2) a newly designed speaker, 
permanently mounted in the projec- 
tor case itself, 


This permanent location provides 
enclosed baffling for superior fidelity 
and impelling realism. The location 
also insures uniform distribution of 
sound, forward and to the sides. Sit- 
ting high, at ear level, it projects 
sound above the usual obstructions 


FINER PRODUCTS THROUGH IMAGINATION 
> Bell & Howell 


and reaches the audience directly. 
Add to this the convenience of a 
clean and speedy set-up, for with an 
integrated system there are no wires 
to string from projector to speaker. 
Thus, in areas of 2,000 square feet 
or less, the new Filmosound Special- 
ists offer remarkably improved com- 
munication and convenience. ° 


Write for private audition 


Gentlemen: 

I would like to hear for myself, how Pan- 
Harmonic sound can improve our Audio- 
Visual communications. 

NAME 

COMPANY (SCHOOL) 


1 Write Bell & Howell, 7108 McCormick Road, 
Chicago 45, Illinois. 
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INDUSTRIAL FILMS 


TELEVISION COMMERCIALS 


245 W. 55 ST., N.Y.C. / JUDSON 6-1922 


i IMPORTANT NOTICE 
TO USERS OF 
34%x4 SLIDE PROJECTORS 
IF YOU USE A SLIDE KING, A GOLDE, 


A DELINEASCOPE OR A STRONG ARC SLIDE 
il PROJECTOR, YOU CAN NOW ADAPT TO IT: 


THE GENARCO ELECTRIC SLIDE CHANGER 
FOR 70 SLIDES 


ILLUSTRATED LITERATURE FROM 


GENARCO INC. 


97-08 SUTPHIN BLVD., JAMAICA, N.Y. 


G 
‘brary 


TITLE MUSIC 

E For Every Type of Production 

+4 | EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 
i For Full Details Write, Wire or Phone 

54 


| New AUDIO-VISUAL Equipment 


Recent Product Developments for Production and Projection 


Ceco Lists Features of New 
Pro Jr. Fluid Tripod Head 
ve For swift, sure movement in 
panning and tilting cameras, check 
the Ceco Pro Jr. Fluid Head, re- 
cently introduced by Camera 
Equipment Co., Inc. 

Fluid within this tripod head is 
a silicone polymer, said to be un- 
affected by temperatures from 20 
below to 120 above. New head 
was designed to keep viscous in 
the pan and tilt chambers in hori- 
zontal position, for equal distribu- 
tion of the fluid. Extra precautions 
have been taken to eliminate leak- 


age. Pan has an extra “trap” ring 
to prevent leakage of any fluid 
which might escape through the 
“O” ring. 

Features conveniently located 
positive locking levers; a twin lever 
tilt system; two-place angular pan 
handled with infinite adjustment; 
tie-down knob on camera mount- 
ing platform; and built-in level. 
Takes following cameras: Auricon 
Cine-Voice; Arriflex 16 & 35; 
Maurer 16mm; Kodak Cine-Spe- 


cial; Bolex 16mm; Bell & Howell 


Filmo and Eymo models; and 
Eclair Camerette. 

Weighs 82 lbs. and priced at 
$350. Write Camera Equipment 
Co., Inc. at Dept. S, 315 West 
43rd St.. New York 36, N.Y. for 
more details or nearest source. 

* * 


Cinetron Color Temperature 
Unit Introduced by Forney 

vw A new Cinetron color tempera- 
ture control unit with 460-volt in- 
put has been announced to pro- 
ducers by Forney Films, Cinetron 
Division. This self-carting Cine- 
tron IV weighs only 140 Ibs. but 
is said to meet lighting require- 
ments of any photographic assign- 
ment—utilizing ordinary lamps. 
For details write Dept. BS, Forney 
Films, Cinetron Division, 1802 
LaPorte Ave., Fort Collins, Colo. 


Animation Equipment Unveils 
Two New “Master” Stands 
ve The Animation Equipment Cor- 
poration has introduced two new 
additions to its Oxberry Master 
Series of animation stands. FS- 
4300 is a new slide or filmstrip 
stand with all necessary compo- 
nents for high production; MP- 
4200 is the first complete Oxberry 
stand developed to fit low budgets. 
For complete details write Dept. 
BS, Animation Equipment Corp., 
38 Hudson St., New Rochelle, 
New York. 
Chemical Firm Develops New 
Film Cleaner, Reconditioner 
vy There’s a new film cleaner and 
conditioner being manufactured 
and marketed by the Chemical Di- 
vision of Associated Marketing 
Products Co., Boulder, Colo. 
It’s called Film-New and is said 
to be useful for cleaning and pre- 
serving old and new motion picture 
film, both color and black & white, 
micro-film and filmstrips. Ingredi- 
ents used in this product have ad- 
vantages which will be described 
on request by AMPCO’s Chemical 
Division, 1135 Pearl St., Boulder, 
Colo. Write to Peter A. Metros. 


Scripts , 


Direction 


for... | Household & 
Automotive 
industry | Products 


| Armstrong Cork, 
General Electric, 
Benjamin Moore, 


General Motors 
Ford, Chrysler, 


Packard Kelvinator, 

Westinghouse, 
Automotive Petroleum Heat & 
Products Power, U.S. Steel 
U.S. Rubber, | Associations 


Standard N.J. 
Goodyear, Shell, 
AC Sparkplug, 
Continental Oil, 
Thompson Products 


American Cancer, 
Brand Names, Ford 
Foundation, 
National Associa- 
tion of Manufac- 

| turers, International 


Food Chamber of 
Products 
of Churches 


National Biscuit, 
Bordens, Kraft, 
Cotts, Brock Candy | 


F.R. 
Donovan 


10 Glory Road « Weston, Conn. 
CApital 7-3477 


| 
| by... 
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Miller Fluid Head Tripods 

To F&B for East Coast Sales 

ve A new agreement signed with 
the Miller Professional Equipment 
Co., Sydney, Australia, makes 
Florman & Babb, Inc., exclusive 
east cost distributor in the U.S. 
of this firm’s Fluid Head Tripods. 

Model D fluid head (medium 
weight) is available from F&B at 
$150, with swivel base for fast 
leveling, an additional $59.50. This 
head accommodates such “hand” 
cameras as Filmo, Cine-Special, 
Arriflex 16, Bolex, Auricon Cine 
Voice, etc. 

A heavy-duty professional 
model fluid head is priced at 
$299.50 and accommodates larger 
cameras such as Mitchell 16, 
Maurer, Auricon Super 600 and 
1200, Filmo, Cine-Special with 
motors and magazines and Arri- 
flex 16 or 35 with magazines. 

All Miller equipment is in stock 
for immediate delivery and servic- 
ing is also to be handled by F&B. 
Write Arthur Florman, Dept. BS, 
68 W. 45th, New York 36 for 
literature or further details. Wy 

* * 
All-Directional Conversion of 
Dollies Offered by Cinekad 
vr The high-precision engineering 
and shop facilities of George Ka- 
disch’s Cinekad Engineering Com- 
pany in Manhattan have worked 
out a custom conversion for cam- 
era dollies made by Houston-Fear- 
less, Raby and Camart, converting 
various models of these makers to 
a crab-type dolly, providing all- 
directional, easy movement. 

For conversion, the dolly has 
to be sent to Cinekad’s factory. 
For details and prices mention 
BusINESs SCREEN when you write 
Cinekad at 500 W. 52nd St., New 
York 19. wa 


ok * 
Low-Cost Anti-Static 
Film Cleaner Is Announced 
yy Ecco 1500 “Extra” with Filmex, 
a new low-cost anti-static film 
cleaner with improved properties 
for film conditioning has been an- 
nounced by Electro-Chemical 
(CONT’D ON NEXT PAGE) 


PROFESSIONAL 


TITLE Typographers 


Hot-press Craftsmen 


SINCE 1938 


Write for FREE type chart 
KNIGHT TITLE SERVICE 
115 W. 23rd St. New York, N.Y. 


NUMBER 4 


VOLUME 20 


OVER 


The same superb film-editing 


equipment used by major motion 
picture studios! Will save hundreds of 
hours of labor. Big 3-inch diameter 


viewing lens hinged to make 


picture under observation readily 
accessable without releasing the film 
from engagement with the inter- 
mittent sprocket. Reversible, variable- 
speed motor operated by foot 
controller. Machine may also be 
hand-braked at winding flange. Film 
may be stopped and remain stopped 


for as long as desired without 
damage to film or machine. 
Handles film on 10-inch, 
1000-foot reels. For 100-120 
volt, 25-60 cycle operation. 


Comes complete with take-up and 
supply spindles, foot switch and 


Some materials are 
from former U.S. 
Gov't stocks. 
Equipment not listed 


as new or 


reconditioned is used. 
All prices f.0.b. our 


warehouse. 


10611 


1959 


case. Shipping weight approx. 


80 Ibs. Limited quantity. 


processing equipment. 


CHANDLER BOULEVARD 


Special Price 


Write for your copy of our new catalog, 
showing hundreds of items for still, cine, 
and aerial photography. Large section on 


HOLLYWOOD 


fe ona 35 mm 


MOVI 


Film-viewing Machine 


AMERA 


NORTH HOLLYWOOD 


REGULAR 
PRICE 


$393° 


All equipment is guaran 


teed to be as adver 


tised. Check with order 


please, or 25% de- 
dosit, balance on 
delivery. Purchase 


orders welcomed from 


O&B rated firms 
Minimum order $5.00 
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SALESMANSHIP on film 


As scores of top firms can tell you, there's no faster, 
more forceful way to put your message across than 


Assures Better Results Than 
Machines Twice the Price! 


You cannot damage film with this highly advanced 
TEL-Amatic JET-SPRAY film cleaning machine. Ex- 
tensive laboratory tests using films with the softest 
emulsions have proven excellent results. Also features 
silent belt timing drive, 3,000’ capacity, speed in ex- 
cess of 10,000’ per hour and fine precision workman- 


ship. One person can handle a battery of TEL 


Amatics—a great labor saver. 


Just a Few of the Many Features: 


Jet-Spray Film Wash for BOTH 16 and 35mm Film 
Curved Vacuum Air-Blast Squeegees (patent applied for) 
Special Non-Scratch Buffers 

Requires Only 15’ of Leader 

Automatic Operation—Pushbutton Control 
Designed for Originals and Release Prints 
Continuous Air and Solution Filtering 
Electric Solution Level Indicator 

Complete operation VISIBLE at all times 
Variable Speed DC Drive 


Qur Specialty... 


with a Holland-Wegman film. 


For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 


commercials. 


What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone or write us about it today! 


HOLLAND-WEGMAN PRODUCTIONS 


197 Delaware + Buffalo 2,N.Y. + Telephone: MAdison 7411 


Pos. 
16/35mm Film 


Caner 


COMPLETE 
ONLY $2950 


®REGISTERED TRADEMARK 


"The Department Store of the Motion Picture Industry” 


0.5. CINEMA SUPPLY CORP. 


Dept. H, 602 WEST 52nd ST., NEW YORK 19, N.Y.— Phone PL 7-0440 


Western Branch, 6331 Holly’d Bivd., Holly’d 28, Calif.—Phone: HO 7-2124 


Products Corp., manufacturer of 
chemicals for the film industry. 
Price schedule, literature and 


samples are available (on letter- 
| head request mentioning BUSINESS 


SCREEN) by writing Electro-Chem- 
ical Products Corp., 427 Bloom- 


field Ave., Montclair, N.J. Wy 
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Three Pocket-Size Recorders 
Offered by Geiss-America 

vy Advertising, sales and merchan- 
dising departments as well as p.r. 
men have many uses for today’s 
lightweight pocket-size tape re- 
corders. To extend the useful role 
of this equipment for meetings, 
interviews, field observation, etc., 
Geiss-America, Chicago, has three 
models. One of these is the new 
7-pound Minifon “Office” dicta- 
tion-transcription unit. This ac- 
commodates a 15-minute maga- 
zine of tape. 

The “Attache” pocket-size re- 
corder has 25-foot range and im- 
mediate play-back. Its tape maga- 
zine is interchangeable with the 
Minifon “Office” model. 

Third unit in the Geiss-America 
line is the long-play Minifon P-5S5L 
which may be used for recording 
entire conferences, speeches and 
instructions. It takes up to four 
hours without interruption or at- 
tention. Model P-55L is said to be 
only miniaturized 4-hour, 2-Ib. 
pocket size recorder on the mar- 


ket. Write Wally Moen, Director 


of Sales, Geiss-America, Chicago 


| 45 for prices and demonstration. 


* 


Studio Mixing Consolette 


_ For Re-Recording Application 


* A miniaturized studio mixing 
console has been announced by 
Magnasyne Mfg. Co., Inc. It has 
six input channels and patch bay 
selection of three program equaliz- 
ers. This studio mixing consolette 
is for motion picture re-recording 


applications. Its frequency re- 


sponse is 20 to 20,000 cps; signal 
to-noise ratio is 70 db. below pro- 
gram level. Distortion is less than 
0.5% total harmonic and output 
level is maximum 20 dbm. For 
full details and prices mention 


| BUSINESS SCREEN in writing to 
| Magnasync, 5546 Satsuma Ave., 
Hollywood, California. 


rapid 


Electronic Lectern Doubles 

As Portable Sound System 

vy New from Radio Corporation 
of America is a portable lectern 
which doubles as a sound system. 
The *Lectronic Lectern features a 
fast 30-second setup time, oper- 
ates from a wall outlet or batteries. 
Incorporated is a miniature TV- 


type microphone, high-fidelity 
loudspeaker and a_ newly-devel- 
oped transistorized amplifier to 
project sound to audiences up to 
600. 

Record player, radio tuner or 
tape recorder may be connected to 
lectern if desired. Write Lectern 
Sales, Radio Corporation of 
America, Camden 2, New Jersey 
for prices, nearest source and other 
details, mentioning BUSINEss 
SCREEN for a very prompt reply. & 


ls Your Film 


e Scratched? 
e Dirty? 
e Brittle? 


Then why not try 


LM DOCTORS 


Specialists in the Science of 
FILM REJUVENATION 


RAPIDWELD Process for: 
e Scratch-Removal e Dirt 
e “Rain” 


e Abrasions 


37-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 
Send for Free Brochure, “Facts on Film Care” 
New Life For Old Film 
Long Life For New Film 
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Oxberry Aerial Image Unit 
Simplifies Animation Work 
ve A new aerial image unit, allow- 
ing the camera to photograph a 
top lighted cel and an underneath 
projected image simultaneously, 
designed by John Oxberry, has 
been announced by The Anima- 
tion Equipment Corporation. 

The new installation is self-con- 
tained and is electrically inter- 
locked with the animation cam- 
era. It consists of a projector head, 
lens mount, stop-motion motor, 
precision-ground flat-surface mir- 
ror, a large condenser lens system, 
and necessary controls. 

Using the new apparatus, a title 
may be superimposed over a live 
background or a small product 
may be animated over a live action 


MOTION PicTuRE 
SYNCHRONIZED WITH CAMERA 


scene with a single exposure or 
one-pass method. 

Previously, this work required 
traveling mattes with double expo- 
sure and careful procedure. Aerial 
image photography eliminates trav- 
eling mattes and provides steadier 
registration than other methods. 

Film capacity of the unit is pro- 
vided by four 400 ft. chambers, 
two for feed and two for take-up, 
driven by electric torque motors. 
Iris of the F 2.8 objective lens 
allows varying exposure on the 
projected film. Lamp wattage can 
be adjusted from 100 to 750. 
Three filter slots are provided. 

Stop-motion motor on the aerial 
image unit runs continuously for- 
ward or reverse and may be op- 
erated independently or in step 
with the camera stop-motion mo- 
tor. When indexed 180 degrees 
out-of-sync, skip-frame work can 
be handled. When operated in 
synchronization, the operator can 
do continuous step printing or 
stop-motion step printing. 

In using the aerial image unit 
with an animation stand, the 
ground glass in the table top is 
replaced with a clear glass. The 
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light source of the aerial image 
unit projects through achromatic 
condensers, diffusing ground glass, 
color correcting filter (when re- 
quired), to the black and white or 
color fine-grain film in the shuttle. 

An objective lens projects the 
film from the shuttle to form a 
101% inch aerial image at the top 
surface of the field lens conden- 
sers. The objective lens of the ani- 
mation camera picks up the aerial 
image and records it on raw 
stock. 


* 


Multi-Purpose Viewing Table 
Has Magnifier, Illumination 

ve A viewing table has many film 
dept. uses and there’s a new multi- 
purpose magnifier-illuminator table 
that’s portable. Available from 
Burke & James, Chicago, it has an 
814 x 11-inch viewing table in 
combination with a 6 x 6-inch 
optically-ground magnifying lens 
and independently controlled over- 
head fluorescent lighting (110 volt 
AC). The viewing table base is 
13 x 15 x 1%4-inches. Price is 
$59.50, without lamps. Write 
Dept. BS, Burke & James, 321 S. 
Wabash, Chicago 4 for details. 


* * 


Review of Production Services 
ve The Annual Review of Produc- 
tion Services will be published as 
a fall marketing service by Busi- 


NESS SCREEN. Watch for it! & | 


WE TURNED THE ENTIRE PRODUCTION 
VA OVER TO WESTERN CINE! 


At Western Cine there is undivided responsibility — no 
“farming out” of any item of production. Our complete facilities 
enable us to maintain control over all phases of film production 
from start to finish! 


¥& CREATIVE PRODUCERS OF 16mm MOTION PICTURES 

¥& COMPLETE 16mm LAB FOR COLOR AND B&W PROCESSING 
3k COMPLETE SOUND RECORDING FOR TAPE, DISC AND FILM 
Je ANIMATION AND SPECIAL EFFECTS 
ke SOUND SLIDEFILM PRODUCTION 
%& PRINTING AND EDITING 


We do special assignments of on-location 
filming in the Rocky Mountain Region for 
other producers. ALL inquiries are cordially 
invited and receive our careful attention. 


Division of WESTERN CINE SERVICE, Inc. ; 
114 East 8th Ave. Denver 3, Colo. - AM 6-3061 


Over 10,000 Leading Buyers in Business & Industry Now 
Read Each New Issue of the Bigger, Better Business Screen 


For Bethlehem, Here’s the Record... 


guaranteed 


acceptability 


1959 


All three of the motion pictures produced 

from scripts we wrote for Bethlehem Steel — 
“Futures In Steel”, “Bright Steel”, and 

“The Long Pull” — have won major film awards. 
More important, they’re getting results for 
Bethlehem. 


We'd be happy to write a result-getting film 
for you. 


inc. 
CREATIVE PLANNING FOR VISUAL PRESENTATIONS 


3408 Wisconsin Avenue, N.W. Wasuincton 16, D. C. Emerson 2-8200 
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EASTERN STATES 


e MASSACHUSETTS e 
Cinema, Inc., 234 Clarendon St., 
Boston 16. 
e NEW JERSEY « 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e« 


Association Films, Inc., 347 Mad- 
ison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 


The Jam Handy Organization, 
1775 Broadway, New York 19. 


S. O. 8. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 
Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22. 


J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


ee Pictures, Inc., 4729 
udiow St., Philadelphia 39. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0148. 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 


W., Charleston 2, Dickens 6- 
6731. 


SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 7! 
N. W., Alpine 5378, Atlanta. 


Walton St., 


e LOUISIANA e 


Stanley Projection Company, |! 17 
Bolton Ave., Alexandria. 


Delta Visual Service, Inmc., 815 
Poydras St., New Orleans 12. 
Phone: RA 9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore |. 
LE. 9-3391. 


e MISSISSIPPI 


Herschel Smith Company, 
Roach St., Jackson 110. 
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e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bldg., Memphis, 


MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1!111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
l. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
ll. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 
e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 137 
Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 


Twyman Films, Inc., 400 West 
First Street, Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lvwood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc. A-V Center, 
849 N. Highland Ave., Los 

Angeles 28. HO. 4-1148. 

S. O. S. Cinema Supply rae 

6331 Hollywood Blvd., Holly- 


wood 28. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 6, 
Colorado. 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


BUSINESS SCREEN 


PRODUCTION LINES 


Industrial Film Producers in 
Expanded New York Quarters 
vw New and larger quarters in 
Manhattan have been announced 
by Industrial Film Producers, Inc. 
at 207 E. 37th Street. Move took 
place on June | and, according to 
William Alley, president, provides 
needed expansion for script and 
art departments and cutting room. 
Firm was organized in 1956. 
Jack Lane is executive vice-presi- 
dent. 


Anne Koller, Gustave Hesse 
Form Rossmore Productions 
ve Rossmore Productions and Sell- 
ing Methods, Inc. has been formed 
in New York at 50 East 42nd 
Street by Anne Koller, president, 
and Gustave Hesse, vice president. 

The new firm is an authorized 
agent for the sale of Beseler “Sales- 
mate” sound slidefilm projectors, 
and will produce programs, slide- 
films and tapes. 

Mrs. Koller was formerly a vice- 
president of Roger Wade Produc- 
tions, Inc. Ly 

* 


Wylde Studios Affiliates 

With Transfilm in New York 

‘° Joining its animation and art 
services with that of Transfilm, 
Inc. in New York is Wylde Studios, 
Inc., according to joint announce- 
ment by William Miesegaes, presi- 
dent of Transfilm and Fred Levin- 
son and Robert Bean, executive 
producers of Wylde. 

Wylde Studios will move its 
animation operation from present 
quarters at 41 W. 57th St. to the 
Transfilm Building, 35 W. 45th. 
The five-year old firm has a blue- 
chip clientele and has won con- 
siderable awards. 

Transfilm recently became a 
part of the Entertainment Divi- 
sion of the Buckeye Corporation. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 
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Send 
Your Film 
To The | 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 


SPEED 


QUALITY 


Personalized | 
SERVICE 


a MOTION PICTURE LABORATORIES, INC. 
a Phone WHitehall 8-0456 
781 S. Main Street Ah Memphis 6, Tenn. 


The Masts. ¢ 
Your Film eserves 
the mark 


in commercial films 


CATE & McGLONE 


films for industry 


1521 cross roads of the world 
hollywood 28, california 
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BEHIND the SCREEN 


The Story of Crotched Mountain 
Is Relived by the Finehout Family 


yx Crotched Mountain Foundation, in Green- 
field, N.H., is a rehabilitation center for chil- 
dren crippled by such diseases as polio, multi- 
ple sclerosis and muscular dystrophy. To ac- 
quaint people with the wonderful work of the 
Foundation and to help raise funds for its 
continuance, the Foundation has sponsored 
and produced a new film, Crotched Mountain, 
U.S.A., featuring, and narrated by, Helen 
Hayes. Unpretentious and unassuming, the 
film is nevertheless one of the most heart-warm- 
ing pictures we have seen in some time. 

When it was brought in to the distributor, 
Association Films, Inc., for the first time, 
Robert Finehout, director of advertising and 
promotion, was so carried away by it that he 
took it home to show to his wife. 

Bob and Pat Finehout decided that it might 
be a good thing for their children to see. The 
film is intended entirely for adult audiences, 
and the Finehout children’s experience with 
handicapped people has been slight, so Bob 
and Pat didn’t know just how they would re- 
act to it. Children are not always quickly com- 
passionate, not always easily touched. But the 
Finehouts thought it might be good to show 
them how fortunate they were to have good 
health, and what kind people were doing to 
help less fortunate youngsters. 

When the film was shown, the children were 
entranced—didn’t say a word—didn’t squirm 
around as they sometimes do when too-grown- 
up pictures are shown. Afterwards, Debbie, 7, 
said, “Daddy, I want to send something up to 
those children.” She suggested that she could 
set up a lemonade stand and turn over the 
proceeds to the Foundation, which Bob thought 
was a grand idea, but being a movie-minded 
Daddy, he came up with the idea of a benefit 
children’s matinee in the Finehout basement 
“home movie theatre”—(equipped with a wide- 
screen and Cinemascope lens, by the way.) 

So, the whole family pitched in on the pro- 
motion, and soon hand crayoned posters were 
put up in the school and attached to trees up 
(CONTINUED ON THE FOLLOWING PAGE) 


SUCCESS 
IS A JOURNEY... NOT 
A DESTINATION... 


and that is why, even though we now produce 
the finest titles in the country, we constantly 
strive to improve our product . . . to add new 
equipment ... new processes .. . to always 
prove The Knight Way is the Right Way.” 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 


EMPIRE PHOTOSOUND 


INCORPORATED 


Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN, 


SALESMEN GET IN 
STORY GETS TOLD... 


© Film Safety Trips 
* Easiest to Use 
* Lowest in Cost 
* Lightest in Weight 
50,000 Users 
Can't Be Wrong 
* Lifetime Guarantee 
Your Salesmen’s Pal 
Your customer enjoys a 
th ion on 
his paths ‘Sets up easily 
. in three minutes or 
less. You're in with your 
story — You're out 
with a sale. 


Ideal for large 
screen projec- 
tion too. 


Write for Free Catalog 


HARWALD co. 


1245 Chicago Ave., Evanston, Ill. 
4 Phone: Davis 8-7070 J 
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Quality Lit 


FILM SHIPPING CASES 


J 


¢ Best quality domestic fibre 

e Heavy steel corners for 
added protection 

¢ Durable 1” web straps 

e Large address card holder 
with positive retainer spring 

e Telescopic construction 
allows additional capacity 


Write direct to manufacturer 
for catalog. 


va WM. SCHUESSLER 
= 361 W. SUPERIOR ST. 


CHICAGO 10, ILLINOIS 

; FOR BETTER FILM SHOWINGS 


The Audio-Visual 
Projectionist’s Handbook 


Here’s a graphic, colorfully illustrated 
basic guide to operation and projection 
of all 16mm showings. Step-by-step sim- 
ple lessons on preparation and handling 
the show, room arrangement, projector 
care and maintenance. 

The widely-used Projectionist’s Hand- 
book contains threading diagrams of 
16mm projectors and other a-v equipment 
most widely used today. Plastic bound 
and printed in color with heavy cover. 


$1.00 the copy 
Special discount on quantity orders 


write or wire 


BUSINESS SCREEN MAGAZINE 
7064 Sheridan Road + Chicago 26 


90-FOOT DILEMMA: 
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an interflow of action and reaction, first, among 
its characters and, second, between its charac- 
ters and its audience. 

The same holds true for the filmed commer- 
cial. The viewer can, as he must, be drawn 
into the commercial’s drama; he can be inter- 
ested in the players and entertained by their 
play. He can, in short, be befriended by the 
commercial. Then and only then can he par- 
ticipate in it, actively, relate to its characters 
and be won over by its message. 


The Honest Commercial Will Succeed 


A good, dramatic, visual film-story will com- 
municate and persuade. Only those who have 
failed with the sublime approach will stoop 
to the subliminal. 

It is the commercial that reveals itself to the 
viewer, honestly and unself-consciously, that 
is most likely to succeed as a communicative 
and selling form. 

To the extent, then, that the commercial 
is produced as a film, that it tells a story, dra- 
matically and visually, and to the extent that 
it ingratiates the viewer—to that extent does 
it consummate its fullest potential. 

All of which does not cover the subject, by 
a long shot. Surely worth mentioning is the 
forceful use to which original music may be 
put in the filmed commercial, to intensify a 
strong visual image and to evoke an even 
stronger emotional response. While we deplore 
an overdependence on sound, it would be fool- 
hardy to dismiss it as an integral element of 
the filmed commercial. Sound must be wedded 
to sight—but not with a shotgun. 


Best Elements of the Feature Film 


Suffice it to say that all of the elements that 
go into a feature film must converge on the 
commercial if it is to fulfill its communicative 
mission. But the commercial is tougher. 

Your star is not very glamorous—a can of 
shaving cream, a box of cereal, a roll of toilet 
tissue. Units of tolerance unheard of in features 
(like the smidgen, the grunt and the hair) strain 
to squeeze that star into the best possible light. 

It is tougher, too, because it is a medium of 
seconds’ duration, because it is surrounded by 
huge blocks of entertainment that compete ef- 
fectively for the viewer’s attention, and because 
it has built up a monumental viewer resistance 
in its first twelve years of life. 

The only question that remains is, why 
bother? There’s certainly more film in your 
films in Hollywood, more prestige, more glam- 
our, more artistic elbow room, more of almost 
everything in feature films. 


Infant Is Now a $100 Million Giant 


One reason is a practical one. That 90-foot 
infant we have been referring to has become a 
$100,000,000 giant. And now, more than ever, 
it has no intention of going away. It consumes 
14% of all television screen time and it will 
continue to do so whether it remains a burden- 
some admission price or becomes more of an 
extra bonus. It is an industry that engages ap- 
proximately 20,000 people, mostly in New 
York, but also in Hollywood and points be- 


tween. Since over 80% of all commercials are 
on film, it is a motion picture industry, even 
if theatrical film makers continue to look down 
their noses at it. It is a thriving industry, rich 
in growth potential. 


These Hold the Future’s Course 

But more important to us here is a larger 
purpose. The filmed commercial industry has 
a good share of creative men—men and women 
from the advertising field, from radio, from 
television, from photography — people who 
have learned volumes about the film, and 
learned it the hard way, in the line of battle. 
They have been joined by a small cordon of 
expert film men who have the effrontery to 
take commercials seriously. It is to their credit 
that commercials have improved markedly 
since 1947. It was no mean task. They have 
taken on the challenge of filmed commercials 
while the theatrical film industry has turned its 
back. 

I am suggesting that we address ourselves 
to this challenge wholeheartedly. Advertisers 
and their agents have learned (through sales 
figures) that the more artful the commercial 
(not artfulness for artfulness’ sake but for the 
sake of communicating with optimum effective- 
ness), the stronger the sell. 


This, the Challenge and the Time 

It remains for film men within the industry 
to stop acting like hacks and start performing 
like the artists they are. Here are ninety feet 
of film that must sell and must ingratiate and 
must entertain and can communicate artfully. 

It is quite a challenge. 

But when you succeed in commercials, you 
have succeeded in designing a thoroughly con- 
temporary art form, a universally communica- 
tive image, an image that speaks. ag 


SAGA OF CROTCHED MOUNTAIN: 
( CONTINUED FROM PRECEDING PAGE ) 
and down the street where the Finehouts live. 

On a recent Saturday afternoon the benefit 
took place—in “Debbie’s Cellar Cinema”— 
and children from four to ten years old packed 
in for an SRO performance. Free popcorn and 
Cinemascope cartoons preceded the main event, 
Crotched Mountain, U.S.A. With Debbie, 7, 
as Mistress of Ceremonies, and Pammie, 5, as 
usher, the show was a smash success and 
raised $7.18 for the Crotched Mountain 
Foundation. 

Bob Finehout was struck by the way a ma- 
ture motion picture, like this, could so move 
small children. It brought home to him that 
perhaps we underestimate the maturity and 
understanding of our youngsters. 

Debbie and Pammie told their father, “When 
you go up to the Foundation, send our love to 
little David.” David, who appears in the film, 
may always have to use crutches, but the pic- 
ture shows that although his body may be 
crippled, his spirit and heart and mind are not. 
The work of the Foundation staff is surely the 
sheerest dedication that can be seen in over- 
coming the crippling effects of these diseases. 

We hope that many people will want to see 
Crotched Mountain, U.S.A. and, like Debbie 
and Pammie Finehout, send their love to little 
David. Q 
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EASTMAN COLOR 


© DEVELOPING 35MM (5248) COLOR NEGATIVE 

© DEVELOPING 35MM (5253) AND 16MM (7253) INTERMEDIATES 
@ 35MM ADDITIVE COLOR PRINTING 

e 16MM CONTACT AND REDUCTION ADDITIVE COLOR PRINTING 
@ INTERNEGATIVES 16MM (7270) FROM 16MM KODACHROMES 
© BLOW-UPS FROM 16MM KODACHROME TO 35MM COLOR 

@ KODACHROME SCENE TO SCENE COLOR BALANCED PRINTING 
@ 35MM COLOR FILM STRIP PRINTING 


Our first aim make films that 
get results. Because they are made 
well, they win awards. far this 
year, for instance... fourteen... 


Information delivered . . . Instructions under- 
stood . . . Attitudes changed . . . and other 
measures of values . . . all stern tests applied 
to all Jam Handy productions. * But critical 
acclaim by film award juries is also welcome 
evidence of acceptability and competitive 
excellence. « On behalf of our sponsors and the 
many staff people involved, we express deep 
gratitude to the National Committee on Films 
for Safety; Freedoms Foundation; American 
Film Assembly; Columbus Film Festival; Scho- 
lastic Magazine; the Student Market Clinic; 
and the Committee for International Non- 
Theatrical Events for highest honors these 


groups have bestowed on 14 of our motion 


pictures and slidefilms within the first months 


le invite you to preview any of these winners ee 4 J AM H ANDY 
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